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Sold before 


IT WILL pay you in increased sales 
to ask each dealer to put in an 
Eveready Columbia Dry Battery 
window. Customers will stop, 
look and walk in the shop. 
Quicker sales, more frequent turn- 
over of the dealer’s battery capital, 
and often increased marketing of 
other merchandise follow the 
dressing of a window with Ever- 
eady Columbia display material. 
We have for the dealer’s use an 
assortment of display pieces of all 


COLUMBIA 


they enter the shop! 


sizes and types, for large and 
small windows, store counters and 
shelves. Each piece handsomely 
lithographed in colors, and sub- 
stantially built to last. Windows 
dressed this way help you by help- 
ing the dealer. You both sell more 
Eveready Columbias. Besure your 


dealers have good stocks. 
Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 
Atlanta Chicago Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


This product is en- 
tered in the prize con- 
test for July. A $25 
prize will be given by 
The Jobbers Salesman 
to the salesman selling 
the greatest quantity 


in July. 
Dry Batteries Page and 
inside back cover. 


-they last longer 
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OUR salesmen of a certain job- 

bing house were somewhat out of 
patience with us because we got a 
group of their men together ana 
photographed them and then ran 4 
similar group picture from another 
house in their town before running 
theirs. They felt, somehow, that 
their house was being discriminated 
against. Being loyal and having an 
uncommon regard for the institution 
for which they work, they asked us 
“What's the big idea?” 

Well there are a lot of things be- 
tween the snapping of the camera 
and the final appearance of the pic- 
ture in the paper. First place, our 
representatives all work with kodaks, 
except Duke Smith, who has some 
kind of a fearful contraption that is 
supposed to be a super-camera. ‘Tak- 
ing a kodak picture is not the sure- 
shot proposition that it is with a com- 
mercial photographer on the job—a 
number of the pictures fail altogether. 

Those that do come into the office 
come scattering along through the 
month. After a certain date no more 
cuts can be made and put into the 
next issue; so the pictures are held 
over. Those that are made up into 
cuts and the captions set in type are 
then held until “make-up” time. The 
size of the paper and the amount of 
reading space available varies from 
issue to issue, so to be on the safe 
side a lot more cuts must be made 
than can be used in some issues, so 
there are always a considerable num- . 
ber of left-over cuts. 

“Making-up” the paper is a heck 
of a job, because of the interspersing 
of reading matter and advertising. It 
is a chinese puzzle, and many times 
the cut that will fit in a certain place 
is the baby that gets used in the last- 
minute rush, 

So please do not think that we dis- 
criminate in the use or the order of 
appearance of these field pictures. 
If such a thing were possible that we 
like one jobber better than another, 
around press time friendship ceases. 
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EN you protect wiring with Sherarduct Rigid 

Conduit you can be certain the conduit will last as 

long as the building. Sherarduct—an alloying cf pure 

zinc with steel pipe under intense heat—is rust proof and 

non-corrosive—both inside and out. Threads and coup- 

lings are likewise protected and another advantage is that 
it can be “cold ben?’ right on the job. 


Send for Sherarduct Booklet 


National Metal Molding Company 
1479 FULTON BUILDING 

PITTSBURGH, PA. 
Represented in All Principal Cities (x33) 


SHERARDUCT 
and ECONOMY Wy 
RIGID CONDUIT 
FLEXSTEEL~ Wp 4 


last a life time 
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Off Good Start 


You Salesmen Who Have Been Entered in the “Summer Sales Prize 
Contest” Have an Opportunity to Win Not One But Several 
$25 Prizes—Get Your Dealers to “Act Now” and 
Thereby Increase Your Chances 


VERY year the electrical industry, in it. 
common with most others, faces the ‘“‘sum- 
mer slump.” In a measure we know that 


Here are almost thirty manufacturers 
and we are putting up $25 in cash for greatest 
gross sales made for each one of them. It is 


this is a psychological condition. Manufactur- 
ers, Jobbers, Retailers are inclined to “lay off” 
from any efforts which entail the expenditure of 
money or the launching of creative plans to de- 
velop business—holding their fire until the 
opening of the fall season, ‘They have always 
expected a summer slump, and what people ex- 
pect they very likely get. Another reason for it 
is that the strong right arm of business—the 
sales foree—does not have quite the vigor and 
desire to get out and work during the heated 
season that it has other times of the year. 

THE JOBBER’S SALESMAN believes that busi- 
ness ean be held to a higher level in summer, 
that much new business can even be created if 
extra effort be expended. For that reason it has 
launched the “Summer Sales Prize Contest” as 
announced last month. This was received with 
far more enthusiasm than was hoped for. In 
other words, although advocating increased ef- 
fort to maintain activity during July and Au- 
gust, when it came to taking our own medicine 
and launching the contest we were not quite sure 
that it was going to take until the returns be- 
gan to pile in from the jobbers in the way of 
salesman entries that at least trebled our expec- 
tations. 

When this evidence of interest was placed 
hefore the manufacturers they responded just 
as heartily, as is evidenced by the “Summer 
Sales Contest Insert” which will be found in 
the advertising section of this issue. 

Briefly, the products of every manufacturer 
appearing in the insert are eligible for prizes. 
‘HE JOBBER’S SALESMAN puts up a prize of #25 
for the greatest sales in the month of July of 
the products of each and every one of these 
nanufacturers. Only those jobber salesmen 
cin eompete who have been duly entered by 
t.eir sales manager or an officer of the com- 
puny. 

A word to jobber salesmen who have been 
eitered: Your opportunity is what you make 


therefore possible for a salesman to win not only 
one prize but perhaps several. Make a little 
extra effort in all of these lines and keep a chart 
yourself of your sales. This will be interesting 
and encouraging, even if the weather is hot. Ex- 
plain to your good friends among your dealers 
and contractors that you are working for a 
prize. 

Then have your figures checked by your sales 
manager at the end of the month. To qualify 
in the contest they must come through him and 
the report be signed by him. 

To the sales managers we wish to say this: 
A few days before this issue went to press a 
letter was sent you re-stating the conditions of 
the contest and including a list of the eligible 
manufacturers and stating whether the prizes 
were to apply to the whole line or to individual 
items in the case of each. Sometimes the mails 
are slow or there are other delays, but do not 
wait for the letter, if it has not arrived. Begin 
at once to record your salesmen’s results in the 
lines of all the manufacturers appearing in the 
“Insert,” as of July 1, and ending at the close 
of business July 31. At that time be sure and 
send in the record of the highest man in each 
line, no matter what his score may be. 

There should not be a single case where a 
sales manager would say to himself—“Oh these 
records are too low to be in the running. Guess 
I will not send them in.” You or we or the 
manufacturer cannot anticipate at this time 
what score is going to win the prize in any line. 

As was stated in the previous announcement, 
July is only the first leg of the contest. It will 
be run again in August on exactly the same 
lines, except that the manufacturers using the 
August insert will then be the eligible ones. Also 
jobber sales managers who did not enter men 
for the July half of the contest may do so now 
for the August half. If you have mislaid the 
entry blank write to us for another and we will 


supply it. 
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No. 510 


Here’stwo pair that are Brand New! 


—At popular prices! 
the holders—FREE! 
—Regular X-Ray Discounts apply! 


Twenty-nine years in the business, always ahead, that’s X-Ray! 


CURTIS LIGHTING, INC. 


(Makers of X-Ray Reflectors) 
1113 West Jackson Boulevard 


CHICAGO, ILLINOIS 
31 W. 46th St., New York 3113 W. Sixth St., Los Angeles 


“JACK” No. 400 
and 
“JILL” Ne. 440 


for 150 Watt Lamps 50 
LIST PRICE........ $4.50 


“KING” No. 500 


and 


“QUEEN” No. 510 


for 200 Watt Lamps $G00 
LIST — 


Sete Each Reflector a Universa 
Holder to Fit Any Socket FREE!. 
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How Purchasing Agents 


Some Thoughts That Are No Doubt Held in Common With 
Other Everyday Men of the Grip 


By FRED B. DUNCAN 


HERE recently appeared in Tue Jonper’s 

MAN an article by a nationally known purchasing 

agent in which he sized up salesmen. His is the 

only sincere effort that the writer has ever read in which 

a mirror is held to the salesman and his work. He shows 

our profession as he sees it, intelligently and without 
bias. I, for one, am grateful to him. 

But it is as natural for salesmen to size up purchasing 

agents as it is for purchasing agents to size up salesmen. 


They are battery mates, always paired together in the 
game. Neither’s name would long be in the lineup should 
the other, as a class, cease to exist. Constant associa- 
tion with the buyer has given the seller well defined 
opinions as to his characteristics and technique, and 
I present mine, not with the idea that they are of value 
for their originality, but that they are the thoughts of 
the average, everyday man with the grip. 

A few salesmen, undoubtedly, regard the men they call 


Constant Hammering We Salesmen Give Them Leaves Its Mark Upon Them and Throws Them Eventually Into One 
of Three Classes, 
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upon as a distinct branch of the race, entirely devoid of 
human impulses or soul, but the majority come sooner or 
later to know them for what they are: a hard-worked, 
under-valued body of load carriers, harrassed by the 
pleas, demands, stratagems and arguments of their many 
callers. The constant hammering we salesmen give them 
leaves its mark upon them and throws them eventually 
into one of three classes. 


The first, and, glory be, the largest, is the kind of man 
who thrives upon the difficulties of his profession. He is 
a business man, first of all, and as a business man real- 
izes the incalculable values of self control, fairness, 
economy of time, and simple dignity. The greater the 
stress the greater is the strength with which he meets it. 
He works smoothly, easily, and it is probable you do not 
realize how big a man he is. His type is found more 
and more frequently in the buying chair of large organi- 
zations, although his example is influencing his brothers 
everywhere. 


The next type is easily identified by an insincerity 
that becomes more evident as you know the man better. 
He is always too busy to give you much time. It is not 
necessary to go into your proposition as he is quite famil- 
iar with it; the prices are not all received as yet, so he 
has nothing to tell you and he will advise you when he 
is ready to close. Very often he drops words of encour- 
agement as he hands you out the door, forestalling oppor- 
tunity for debate. Never does he give you the straight 
from the shoulder, unqualified news that you are headed 
in the wrong direction, and he never will, for he is a 
little soul and is afraid of you. Probably he is not con- 
scious of this, but he is ill at ease when meeting argu- 
ment, perhaps is tied down by policies he is unable to 
clearly place before you. Like more men are than we 
realize, he dreads to say the unpleasant thing and takes 
the easy, sugar-coated way out. 


Then comes his running mate, equally ill at ease, but 
afraid of himself. This fear he covers with a hard-boiled 
coating of studied rudeness. He does not fear to hurt 
you. Far from it, he will hide his own inability by one 
of two defenses. He will either adopt a cold, clammy 
indifference to you and your proposal, answering in 
grunts and monosyllables, or make a brave show of bully- 
ing you into abject meekness. Let him get beneath your 
skin, show one sign of backing up and you are gone. One 
of his stocks in trade, by the way, is the old, old trick of 
keeping you waiting in his anteroom. 

Hard indictments? Yes, but these latter groups are 
small in number and growing fewer. Modern business is 
too well oiled with kindli- : 


is made up of many raw materials and infinite parts fin 
ished by other hands, has as its buyer a quiet, unobtrusiv 
rather colorless young man. His list of callers is th 
largest of any that I know. And yet he sees them all, i- 


‘attentive, pleasant and straightforward to them, and as i- 


always the case where a big man is an executive, he ha, 
impressed his character upon his assistants, and they 
handle their callers with the same easy efficiency. It take. 
time to go all through their daily list and they are wel] 
aware of this and what it means to the men who wait 
their turn in idleness. You are told your chances when 
you first come to the information desk and it is up to you 
to stay or not as you think best. 

This man can look you in the eye and tell you sad, 
hope-wrecking truths and make you match his smile. He 
will listen as long as his visitor’s talk is to the point, but 
let him wander into paths irrelevant and the conversation 
will be taken from his hands at once. Before he knows 
what happened he is on his outward way. And all is done 
so cleanly, with such good nature that this purchasing 
agent’s friends are numbered by the men who go to see 
him. 

When he plays he plays as he works, never forgetting 
himself or his position, keeping from entangling alliances 
as carefully as did George Washington himself. He holds 
up his end of the party and expects no more than he 
gives. The war taught countless amateur officers that 
familiarity with those they had to work with breeds con- 
tempt. This man never forgets his position and re- 
sponsibilities to industrial society. 

In an establishment competitive to this, there is no sem- 
blance of this machine-like efficiency in buying. You are 
always welcome, but beyond the welcome you get little 
else. A salesman of experience, but new in this particu- 
lar field, called upon this company and made known the 
fact that he was never favored with their inquiries. Great 
surprise was manifested, but as time wore on, no inquiries 
resulted. Another call followed, and again the great sur- 
prise was shown. A week later, a request for prices 
came in the mail, drawing a rapid-fire quotation that bore 
attractive prices. 

The salesman found on his next call that the matter 
was pending, other figures were expected daily and until 
they came in the matter was held up. Meanwhile the sea- 
son rolled along and the manufacturer turned out material 
that was daily consuming great quantities of what the 
salesman had to offer. It was hard to believe that they 
had obtained quotations with such a gigantic stock on 
hand. An acquaintance rapidly increasing with experienc 

in the territory finally en 


ness and courtesy for them 
to move along with it. Yet 
any man who sells will re- 
call among his clientelle a 
few of each. 

Illustrating incidents 
will show more clearly the 
way these three types 
carry on. 

A great manufacturing 
company, operating many 
plants in various cities, 
turning out a product that 


Fall Meeting E.S.J. A. 
Goes to Buffalo 


At the Annual Meeting of the Electrical 
Supply Jobbers Association held in Hot 
Springs, Va., it was decided to hold the 
Semi-annual Meeting in Buffalo, N. Y., the 
week before Thanksgiving. 


abled our friend to learn 
the truth. The president 
of the company that lh 
sought to sell was a silen' 
but principal partner, con 
trolling one of the sup 
plier’s competitors. 
buyer could not buy else 
where and hold his jo! 
The salesman put thes 
facts before the purcha- 
ing agent, asking him | 
(Turn to Page 96) 
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Worries Hot Springs 


The Weather Was Fine, the Fairways Excellent and No Fretting in 
Evidence Except Over Scores 


EB THAT old subject, 


the weather, may be 

brought into discus- 
sion, the occasion of the 
Seventeenth Annual Con- 
vention of the E. S. J. A. 
was marked by probably 
the fairest week that was 
ever encountered at Hot 
Springs. But however 
serene the face of Nature, 
it could no more _ than 
match the serenity of the 
electrical jobbers who met 
there. Business with them 
on the whole is in a satis- 
factory condition. While they agree that there have been 
years which have shown up better than the first five 
months in 1925, still they see no cause for uneasiness and 
most are of the opinion that there will be a marked activ- 
ity rather early this fall. Without any particular worries 
on their minds they gave themselves up whole-heartedly 
to the pleasures afforded by the resort and to friendly 
intercourse among themselves, which they look forward to 
each year. It is not a “work” convention but rather one 
of group conferences, the discussion of policies and the in- 
terchange of suggestions one to another between meetings. 

Aside from the usual committee meetings and the ex- 
ccutive meetings of the Association there were held gen- 
tral open meetings on one day that included addresses 
of an unusually interesting character on subjects pertinent 
to the problems of the jobber. 

The contractor and his methods of doing business rep- 
rsents one problem that is always with the jobber. The 
c ntractors—electragists—have an association of their 
own which can be made productive of much good if the 
poper attendance can be secured each year. Joseph A. 


Fowler, of Memphis, who is the new president of the 
Association of Electragists, International, came down to 
ta'k to the jobbers primed mainly with one idea—to “sell” 
tl= Association to the jobbers and get their co-operation 


Seventeenth Annual Convention of the 
Electrical Supply Jobbers Association at Hot 
Springs, Va., June 1 to 5, 1925 


in boosting the attendance 
of contractors at the forth- 
coming meeting in West 
Baden. He is a finished 
speaker—forceful, humor- 


ous. He certainly  suc- 
ceeded in “selling” his 
audience. 


Albert Wahle, who is 
president of the Albert 
Wahle Co., New York, 
represented that type of a 
man who is absorbed, im- 
bued with a great idea. 
He also is an orator of 
ability. Without bias, but 
with a viewpoint as broad as his subject, he sketched the 
exceptional possibilities for the jobber in selling resi- 
dence lighting fixtures along the modern merchandising 
lines, of which he, as is well known, has been a pioneer 
and the chief exponent for several years. 

The National Electrical Code is a subject in which 
every jobber is interested. The National Fire Protection 
Association has recently employed an electrical field sec- 
retary, W. J. Canada, who will actively engage in the 
promotion of better understanding of the Code and pro- 
motion of its recognition on the part of contractors, job- 
bers, central stations, municipalities, ete. He addressed 
the meeting on this subject, which broadly means— 
“American Standardization.” 

“The Present Confusion of Distribution and Some 
Ways Out” is a subject that is not only broad but long. 


‘It was handled in a constructive way by Alvin E. Dodd, 


of the Domestic Distribution Department of the Chamber 
of Commerce of the U. S. A. In relating the necessity 
for co-operation on the part of the wholesaler in giving 
the department figures on cost of doing business, the per- 
centage of sales which is expended for wages, etc., from 
which comparisons may be drawn, he made one especially 
heartening statement. “It is inconceivable today that any 
successful distribution of mer- (Turn to Page 90) 
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Answers to Your Dealers’ 
Lighting Questions 


Together With Suggestions for Pushing Generally Overlooked Accessory 
Items That Represent Velvet to Your Dealer | 


EOPLE are just beginning to learn what wonder- 
Pi: possibilities there are still latent in modern elec- 

tric illumination. One evidence of the fact can be 
seen in the table on page seven of last month’s issue, 
showing the amount of jobber sales in 1924. The com- 
parative figures show that residence lighting equipment 
last year climbed to a place seventh in importance in the 
jobber’s scale of activities. This branch also showed a 
gain of more than 35 per cent over 1923, in face of the 
fact that throughout the general run of products, there 
was an average falling off of about 10 per cent as com- 
pared with 1923. 

Light not only reveals objects to the human eye, but 
also gives expression to the decorative scheme of a room. 
The lighting equipment should, therefore, harmonize 
with the architecture and furnishings, and the resultant 
illumination at the same time provide pleasing effects. 
Not solely as some decorative fitment should the units be 
chosen; keep in mind that their real purpose is to supply 
useable light. Liberally adequate for adolescent eyes, 
this light should rest and soothe adult eyes. 

In building a home, the lighting should not be con- 
sidered as an afterthought, but rather as one of the im- 
portant items for which at least two or three percent of 
the total expenditure should be set aside. When renting 
or buying a home, notice the lighting equipment. 

The purpose of this article is to show in outline, how 
an average home of modern design should be wired and 
lighted so as to obtain wholly satisfactory illumination 


and complete enjoyment of the various electrical features. 
The methods given are not the sole means, but they the 
good practical ones. Each room is treated separately, 
having a floor plan diagram explaining the location of thc 
lighting and convenience outlets as well as the control 
switches. Guiding suggestions are given as to the most 
suitable types of lighting fixtures or luminaires. includ- 
ing, since they form the foundation of a lighting plan. 
recommendations of the proper lamps to be used. 

In spite of all the great amount of information that 
has been sent out by the lamp companies, glassware manu- 
facturers and fixtures manufacturers, there is still some 
confusion in the mind of the dealer, as to what to recom- 
mend for all-around home illumination, And the jobber 
salesman himself, who has heard no end of sales talks 
and arguments for this, that and the other is not able 
always to reach back into his mind for the snappy come- 
back that will cover the average situation, when his 
opinion is asked. 

For that reason, there is given on the opposite page a 
series of six floor plans for the important rooms in the 
average small residence, the outlets, location and general 
types of fixtures that would be considered good practice 
in the light of modern ideas on the subject of home il- 
lumination, These data are given through the courtesy 
of the Westinghouse Lamp Company, which publishes a 
little book on the subject of “Lighting the Home”. 

The diagrams are worth studying over and memorizing 
—or perhaps of being cut out and put in your bag of 
tricks used in helping your dealer with his problems. 


Sell Em Something More 


In addition to the ordinary uses of electric light and 
the equipment that goes with them, the dealer is apt to 
overlook many of the extraordinary uses that call for 
special equipment that can be put as a rider on the order 
if they are thought of at the right time. Following is a 
list of these special applications and no harm will come 
from pointing these out to your dealers time and again. 

(1) The small bell-ringing transformer connected 
with the ordinary lighting circuit will provide a source 
of low-voltage power, the cost of which is almost negli- 
gible. From it may be operated the one or two candle- 
power miniature Mazda lamps, for all-night lights, 
equipped with such housings as used on the automobile. 
These lamps may be convenient at the telephone, the 
bathroom medicine cabinet, in the nursery, at stairways, 
halls, or beneath the bed for low intensity illumination 
of the floor. 

(2) There is also the socket transformer, screwing 
into a standard fixture socket, making the low-voltage 


miniature lamp available for a great many uses. 

(3) A miniature Mazda bulb may be operated con 
tinuously in an illuminated house number, or placed in a 
silvered reflector concealed within the dining room dome 
to direct a narrow beam on a bowl of table flowers. 

(4) A novel decoration for any dining room, either 
for the center of the table, buffet, or serving table, is a 
bowl of fruit made of glass, or similar ornaments of 
translucent material. A miniature lamp bulb concealed 
in the bowl illuminates the fruit and is exceptionally 
striking. 

(5 In the reception hall, or on the library mantle. « 
unique effect simulating fire within a vase results from 
concealing a small colored bulb within the urn or vase. 

(6) The sun parlor may be illuminated from w:!! 
flower boxes deeorated with artificial foliage and havine 
lamps concealed within. 

(7) The clock-switch enables the owner to burn a 
lamp in a lower hall, at the en- (Turn to Page 9) 
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Hall and Entrance 


Ceiling—With no shades or shallow type, use round bulb 
all-frosted, 25-watt lamp. Second Floor Ceiling—Use 25 or 
40-watt round, all-frosted lamp. Lantern—Suspend in en- 
trance vestibule, 15 or 25-watt, all-frosted lamp or clear 
lamp if glassware is diffusing. House Number—Locate in 
prominent place and use 15-watt clear lamp. 


Living Room 


Luminaire—Close to ceiling. Use diffusing shades, 25 or 
40-watt, all-frosted lamps. Large Brackets—Locate 5 ft. 6 
ins. above floor. Use 15-watt, round, all-frosted lamps. 
Small Brackets—Locate 6 ft. above floor. Use 25 to 40- 
watt, round, all-frosted lamps. Decorative Lamp for Man- 
tel—Use 15-watt, round, all-frosted lamp. 


Dining Room 


Luminaire—Suspend above line of vision of people scated 
at table. Use 75 or 100-watt white lamps. Large Bracket—— 
Locate outlet 5 ft. 6 ins. above floor. Use 15 or 25-watt, 
round, all-frosted lamps. Small Bracket—Same height, 15 
or 25-watt, clear lamp. Candlestick—For decorating table 
or, buffet. Use 15-watt, round, all-frosted lamp. 


Kitchen 


Ceiling Light—Globe should be at least 10 ins. in diam. 
Use 100 or 150-watt, clear lamp. Bracket—Outlet over sink 
and 5 ft. 6 ins. above floor. Use 50-watt, white lamp. Pen- 
dant—Use in place of bracket where latter is impracticable, 
and in pantries, etc. Use 50-watt, white lamp. 


Ceiling—With no shades or the shallow type, use round, 
all-frosted lamps—25 or 40-watt. Small Bracket—lInstall 
5 ft. 6 ins. above floor. Provide side shield. Locate one on 
each side of bureau. Ali-frosted lamps—25 or 40-watt. 
Largest bracket for large rooms—same height. Install at 
least two outlets. Use 25-watt, round, all-frosted lamps. 
Headboard light—Provide with pull-chain socket and radium 
luminous ball. Use 50-watt, white lamp. 


Bathroom 


Brackets—Locate outlets 5 ft. 6 ins. above floor, one on 
each side of mirror. Use 25 or 40-watt clear lamps. Ceil- 
ing—Should be used in large bathrooms or where con- 
struction prevents bracket lights from being sufficient. Use 
50 or 75-watt clear lamp. 
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What Dealer Likes and Dislikes 


in Salesmen 


Dealer Who Calls Himself “One of the Little Fellows Out on 
the Prairie’ Has Decided Ideas 


By JOHN T. BARTLETT 


of soothes and does no harm. But the salesman whi 


various readers of this magazine have called on 
from time to time, selling electrical lines, is John 
W. Valentine, of the Wilson Hardware Co., of Boulder. 


A HARDWARE dealer in Northern Colorado, whom 


Valentine not only runs a yery successful store, but he. 


has built his business on the policy of making friends 
with the “boys with luggage.” 

At a convention of salesmen some weeks ago, Valentine 
gave a talk on what he liked and what he disliked about 
traveling salesmen. He gave his views in “informal” 
style—no one had a chance to get tired listening to him. 
And at the conclusion many of the “boys” said it was the 
most valuable thing they had heard in a long time. 

Bear in mind that Valentine is typical of hundreds and 
hundreds of dealers on whom you call, and then take to 
heart what he has to say. You: will find your friends 
among the dealers increasing fast. 

“Above all else I like best a regular he-man. A fellow 
who comes to me, speaks his piece in my kind of language, 
takes seriously my word for what I say to him and then 
gets out. Men have claimed that there is no friendship in 
business, but the boy whose personality and judgment 
make me like him has little trouble in getting an order 
from the Wilson Hardware Co, Just plain, unadulterated 
“bull,” up to a point just below my recognition of it, sort 


spreads it too thick without the proper mixture of com 
mon horse sense turns the point of my pencil away from 
the dotted line. 

“T do not want a salesman to disregard the rights of 
any man or woman who might be visiting with me when 
said salesman enters my place of business. My visitors 
might be customers who have a right to my time. I have 
known salesmen to bolt right into my office at such times, 
set their cases on the floor, then stand around and wait 
in sort of.an impatient get-the-hell-out-of-here attitude. 
which does not set well with me. 

“Truthfulness is an asset and is never overworked. It 
is not a very difficult thing for a man who has lived to 
the bald-headed age in the hardware business to pick a 
liar from the flock. Confidence is an order-getter. What 
do I -know about values? Eighty-five per cent of my 
business is selling. When I know a salesman well enough 
to place my confidence in him all is well with both of us. 
On the other hand, when my knowledge of him tells me 
that the truth is not in him, both he and his house suffer 
from my lack of interest in the goods he sells. 

“T would rather not learn of the financial difficulties of 
my brother merchants, except in a direct way. It is 
wrong, I think, for salesmen who (Turn to Page 92) 


The Above Picture Shows a Contrast in Electric Locomotives Built by the General Electric Co. The Big One Hauls Long 


and Heavy Trains Over the Rocky Mountains on the Chicago, Milwaukee and St. Paul Railways. The Small One Haul: 
Copper from a Northern Michigan Mine.—P. & A. 
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The Sales Damager 


A Healthy Organization Is the Backbone of Every Business—We May Have 
an Account for 364 Days But on the 365th Lose It Forever 


By JAMES H. HUGHES 
Secretary Crannell, Nugent & Kranzer 


any aspersion on the sales manager, for I regard 

his position as a difficult one to hold down, requir- 
ing a deal of encouragement, if not sympathy. But 
rather it is an appellation for those whose habits and 
methods are inimical to business, and if allowed to con- 
tinue cause houses to struggle for existence or go on the 
rocks altogether. Every house de- 
pends entirely on its organization 
for success, and prosperity means 


Ta TITLE of this story is not intended to throw 


customers are wont to quit sooner or later. Other firms 
having more civil and agreeable men soon win them over, 
and the curtain rings down on many a good account. 
Clerks of this type have no place in a sales depart- 
ment. If they are capable otherwise than in contact with 
customers, they may be employed on routine work, placed 
in some remote corner, preferably the gate. 
Sales departments particularly 
are advised not to be too hasty in 


advancement for all; but when a 
spark plug is missing, a cog in the 
wheel is slipping, or a wrench has 
been thrown in the machinery. the 
organization is not functioning 
properly and steps must be taken 
at once to remedy the trouble. 
Let us first look into the office. 
We find clerks employed in some 
sales departments who do _ not 
really know what a customer means. 
Some regard him as a disturber, a 
stranger or as a confidence man. 
A mistaken idea among them is 
that you are doing the customer a 
favor by taking his order; that he 
must come to them to get proper 


the judgment of men who call 
upon them. I have had men ap- 
proach me in an attitude as if to 
borrow, when in fact, it was to 
place a dandy order. Better allow 
them to express themselves before 
speaking your mind, for it often 
happens that the fellow you think 
is a nondescript is really em- 
powered to place a lot of business 
and is awaiting the proper kind of 
reception before handing it over. 
Inquiries for prices, or in ref- 
erence to orders or mistakes, should 
get immediate answers. In well- 
‘managed concerns, answers are re- 
ceived in clock-work fashion, and 
customers are wont to look for this 


service; that they can “‘razz’’ him 
for the enjoyment of those who 
hold similar opinions; that they can 
tind fault with him because he con- 
fuses his order or hesitates too long in placing it. They 
make promises that can’t be fulfilled. They go so far 
as to reprimand him for calling after hours to place or- 
ders, no matter how good a customer he may be; yes, 
get peeved when he telephones a change or an addition 
to an order just placed. 

There are those who have a habit of telling a customer 
what he wants, depriving him of his privilege and 
jumbling up the order. Others are curt in their answers, 
slow symptoms of being bored and breathe an open sigh 
of relief when the engagement is over. You see them 
«llowing customers to stand nearby without giving them 
a look or a nod, much less a chair, and then ask “What 
do you want?” 

They never séem to rise above the order-taker class 
and have no conception of trying to enhance their posi- 
tions by suggesting a new line of goods, by advising the 
pitchase of certain material due for a rise, by endeavor- 
ing to “sell him something more” and in various ways of 
k eping him interested. 

Accustomed. to being kept busy, not their own doings, 
hiaven knows, they get overbearing and impetuous, and 


Outwaiting the Salesman 


attention. In other houses you will 
find the quotation clerks and serv- 
ice men overloaded, two, three and 
four days behind in the work, and 
by the time they reach these matters, the orders have 
been placed, or the customers have telephoned or tele- 
graphed about their orders, or have taken it upon them- 
selves to have the errors rectified. 

It is a big mistake to direct a customer to where he 
can get goods that you are out of, or give him your writ- 
ten order to another house. The other fellow may han- 
dle him better than you, and there’s a chance of his not 
requiring another such order. I have seen clerks, on the 
other hand, who time and again, rather than let a customer 
go somewhere else for what they didn’t have, keep him in 
conversation while another would slip around the corner 
and supply the need. A good maxim is to sell a man all 
he needs while you have him. 

Direct shipments ought to be avoided as much as pos- 
sible. There are jobbers who prohibit the practice alto- 
gether, preferring to absorb the loss of handling, no 
matter how large the shipment. The fact of the matter 
is that all manufacturers do not maintain a jobber policy 
and are likely to go after the good pickings, or in the 
event of a disagreement use their list of “directs” to 
their own good advantage. 
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Few men realize what it means to have a customer, or 
even a prospective one, call in your store or office. Why 
it means that half a sale is already made, and if he be 
atteaded by a salesman of any real merit, there is no 
question but that he will consummate the sale; and by the 
same token some customers prefer to divide their busi- 
ness, placing part with one jobber and part with an- 
other. But a shrewd salesman meeting them on their 
first visit usually corrals the entire order. 

I have admiration for clerks who go out of their way to 
accommodate a customer. I have seen them build up a 
large follewing, customers insisting on seeing them and no 
one else, and taking pleasure in placing orders with them. 

There are others who apply the habit of making note 
of every order they take or 


them gently, and spending the time on more lucratiy 
business, 

I believe it is generally admitted that fully 75 per 
cent of our business is now taken over the telephonc. 
Such being the case, the efficiency of the service shoul! 
be of the highest. Yet we find it much abused, to the 
extent of representing quite a loss, to say nothing of it, 
detriment to business. 


Personal calls are an abomination. If these are per 
mitted on many occasions all trunk lines will be tied u) 
in this manner, and business practically paralyzed for 
some time. Is it any wonder that firms are laying down 
more and more strict and rigid rules to put an end to 
this vicious practice. 

The telephone having estab- 


handle and follow it through 
till shipped. Many salesmen 
do likewise, calling the atten- 
tion of the service department 
to certain orders, not to lose 
sight of their urgency, and 
often request customers, when 
they call at the store or office, 
to be sure and see Mr, Smith 
or Mr. Jones, knowing he will 
be properly taken care of. 
Clerks of this caliber never 
have to ask for advances. 
They are envied only by the 
dodgers. 

Frequently, I have seen 
salesmen plead with men in 
sales departments to be more 
civil in the treatment of customers; that a deal of their 
time is spent in ironing out differences. It would be a 
wise plan to have such clerks take out a bag and learn 
at first hand what the salesmen are up against. 

When it so happens that a disagreement is getting 
serious, threatening the loss of a good customer, rather 
than write an apologetic or lengthy letter, better make a 
personal call, if you're a diplomat, at least if the boss 
thinks so. You'll find it more satisfactory. In fact, the 
practice of writing letters on touchy subjects is an art and 
should be left in the hands of those who hold diplomas 
in belles-lettres. I know several instances where cus- 
tomers took umbrage on the receipt of letters which ap- 
peared to be fair and to the point; but to them they read 
at first glance a keen sarcasm between the lines. 


Have you ever tried to take a customer away from an- 
other who always treated him right? Well just try it. 
You will observe what it means to secure a customer’s 
confidence. 

It is bad policy to refuse small orders, or orders for 
special material from a good customer. You must take 
the bad with the good. You can’t pick out the profit- 
able material and advise the customer to take the rest to 
another jobber. I have seen cases where jobbers have 
spent five dollars to deliver a two-dollar order, sizing 
up the customer rather than the order. 

There are customers who become undesirable by con- 
tinually haggling over prices, habitually ordering ma- 
terial incorrectly and are long on payments. A _ hasty 
examination of such accounts would warrant dropping 


lished itself as the greatest 
medium through which _busi- 
ness is done, should be par- 
‘ticularly guarded and its use 
confined only to service of a 
business character. It_ is 
necessary that the business 
over the wire be handled 
promptly and carefully. Cus- 
telephone 
rather than write, place ver- 
bal orders in lieu of written 
ones and consumate big deals 
over the wire, the confirma- 
tions of which follow in writ- 


tomers prefer to 


“I Have Seen the Telephone Service Tied Up With ing. 
Personal Calls, Practically Paralyzing 
the Business—”’ 


Some operators have become 
big factors in the prosperity 
of many firms, their masterly handling of the board 
eliciting praise alike from firm and customer. In fact. 
many customers get well acquainted with the invisible 
operator, and she, in turn, calls them by name as soon 
as they say “hello.” 

There are clerks who have a habit of “hanging up” 
when the call belongs to another department, without 
making any attempt to follow the call through, to see 
to it that the proper party is put in communication. This 
is a serious mistake, yet there are any number of such 
cases. 


Many pay little heed to a telephone call, the operator 
ringing his bell and calling his name, even announcing 4 
long distance call, yet everything else concerns him no 
matter how trivial. Such conduct is intolerable. 


Some nettle customers by pretending not to know what 
is wanted or to comprehend their remarks; we find others 
who inform the telephone operators they’re “out to 
lunch,” and then start in a discussion of the base ball 
games, entirely oblivious of the importance of a call 
that may have meant a big order. 


Persons afflicted with “tin ears,” or who are obliged 
to ask customers to spell everything, should be placed 
beyond the reach of the telephone. 

It is important that one or more clerks, preferably 
men, should be ready to answer calls, lest a customer }e 
obliged to wait, however short the time. This practice 
is a big business builder and because of its promptness 
customers are certain to remember where they can g°t 


service. (Turn to Page 9°) 
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Selling Watthour Meters 


Knowing the Line—Interesting the Various Prospects—Getting Special Help 
—Competing for Business—Solving the Syndicate Problem 


By W. J. MCLAUGHLIN 


of watthour meters, which probably is the most 
specialized line the jobber’s salesman is called 
upon to sell. And, how does he do it? 
Eliminating the sales of direct current meters, which 
sales are confined to small d. c. municipal plants, and 
to the _ office 


A GREAT many jobbers are interested in the sales 


laboratory experience, and is just what you need when 
you go after your prospect. Do not fail to read the 
bulletins thoroughly. They are a great deal more than 
just catalogs. 

Now then, you are ready to sell the new municipal 
plant. Of course, you and your specialist will have 
to appear before 


buildings of the 
larger cities, let 
us consider the 
alternating cur- 
rent watthour 
meter which con- 
stitutes the bulk 
of the sales. 

Here are the 
prospects for 
this type of 
meter. 

1. New mu- 
nicipal plants. 

2. New pri- 
owned 


vately 
plants. 

3. Plants cut- 
ting over from 
d. to a. ¢. 

4. Switching 
your competitor’s 
customer to your 
meter. 

5. Syndicate 
sales (getting 
your share.) 

First of all if 
a salesman is go- 
ing to sell watt- 
hour meters, he 
should have some 
knowledge of the 
line. If the fac- 


Here’s Where the Meter Business Lies 


Small Municipal Plants 


Privately Owned Plants | ™” 


the council, but 
that, as a rule, is 
a lot of so-called 
“applesauce.” 
The board gen- 
erally consists of 
everybody in 
town but electri- 
cal men, and you 
might just as 
well be handing 
around samples 
of the Einstein 
theory, for some- | 
how these council 


Population . . . 1500 to 5000 
Meters Installed . . . 250 to 700 
Yearly Possibilities . . . 10 to 75 


generally, 
take pride in be- 
ing able to say 
they know noth- 
ing about elec- 
tricity. Right in 
the middle of a 
talk on the core 
loss of the poten- 
tial coil, if you 
have 
enough to go that 
far, someone is 


Population . . . 2500 to 25,000 
Meters Installed . . . 500 to 5000 
Yearly Possibilities . . . 4C to 350 


nerve 


Public Utilities 


Yearly Purchases 


Range From sure to _ inter- 
$10,000 rupt’ you with a 
to question about 
$450,000 the price, fol- 


lowed by a lot of 
“wise cracks” 


tory is too far 

away to warrant a trip to it, which after all is the first 
recommendation, then he should go to the man in charge 
of the meter sales for his house and absorb all the infor- 
mation possible. If the house has no meter specialist, 
the salesman should have the available manufacturer’s 
r-presentative go over the meter with him, and travel 
for a time with him if possible. A good meter represen- 
tative not only knows his line, but his competitors’ lines 
as well. Get him to take the various meters apart, and 


to show you the features of construction and operation. 
Take the meters apart yourself, see what makes them 
“lick”, then put them together again. 


This is good 


about similarity 
in price (not recognizing that competition demands such 
a condition) and then they decide to “leave it to Jim”, 
Jim being the town electrician who should have been 
worked on in the beginning. He is the man to see. Of 
course, talk before the town council, it develops good 
will, but after all, it is going to be “left to Jim’, so sell 
him, and sell him hard and fast. Of course, very often 
the choice is left to the outside engineer brought in to 
handle the town “letting”, but he is unbiased and as a 
rule prefers “to leave it to Jim” too, rather than to 
make any discrimination. Bombard Jim with intelli- 
gent literature and if the amount of business warrants 
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it, which as a rule on a new plant, it does not, take him to 
the factory. 

The new privately owned plant is a different proposi- 
tion. Here you have to sell men who are of the experi- 
enced, practical, electrical type. You have to talk 
“turkey” to them. Tell them all you know of your 
product. Enlarge particularly on the features of your 
meter which are better than the corresponding ones of 
the meter they are considering, but, and this is a great big 
but, do not draw the comparison. The men you are 
talking to can do that, for they know the subject better 
probably than you do. Under no circumstances knock 
your competitors’ meters. This phase of the subject 
might as well be discussed now. If you are selling to 
inexperienced people that are not familiar with meters, 
as in the first case, nothing can be accomplished by state- 
ments of this nature. They only make your prospect 
wary, and when your competitor finds it out, which 
he will, he will quickly put you in a “hole” by saying 
he has “nothing to say about your product,” that he 
has come “to discuss his meter only” and his comparative 
fair mindedness will put him over. In the case of the 
experienced man, the “knocking” of the type of meter 
he is using, or seriously contemplating using is such 
an obvious reflection on the judgment of the buyer, 
that he will quickly resent your attitude and will prob- 
ably give your product no further consideration. 

An incident happened at one time in which one sales- 
man made the statement that a competitor's meter 
ran something like 10 per cent slow after a year or so of 
service. When the buyer told the other salesman about 
it, he was asked if it didn’t look like the first salesman 
took the buyer to be considerable of a fool to think he 
would believe that in these days anyone could stay in 
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business who made a meter which functioned in tha 
manner. That finished the first salesman. 

In any event, all good salesmen appreciate this un 
ethical and bad method of going after business. Neve: 
try it on experienced meter men who call their busine:, 
an art and who take special pride in their knowledg 
of the industry and more particularly in their judgmen: 
of what is good or bad in it. To get back, tell then 
all you know of your product and if you don’t know 
the answer to any of their questions say so, and the: 
get some help from your own meter specialist or from 
the factory. 

The third subject for meter sales is a difficult onc: 
that is, the plant cutting over from d. c. to a. c. No 
matter how good your product, on every turn you arc 
going to have the question asked you, “how much will 
you give me for the old d. c. meters?” Fortunately the 
old d. c. plant is rapidly disappearing, but there are some 
left on which this kind of situation still arises. It would 
be an excellent thing for the industry if all manufacturers 
would simply say: “Your d. c. meters have served their 
purpose. You have had 10, 15, or 20 years’ serv- 
ice from them. Your depreciation has long since taken 
care of their original cost. They are absolutely of no 
value to us,’ and they are not, “we can offer you 
nothing.” 

However, they have been buying meters from time to 
time, some of them are comparatively new, and they 
expect an allowance on them. While it is possible to 
put over the sale of your meter in the face of this ob- 
stacle, as a rule, if a larger offer is received for the old 
meters, you might just as well figure the order lost. 
A clean way of disposing of this exchange proposition 
would be to suggest the old meters be advertised in a 
trade paper reaching meter buyers. Most old d. c. 
plants have in mind changing (Turn to Page 88) 


Crops 


@ 1925, R. Fullerton Place. 


Dear Folks: 


owing and of how you're going to pay. 


to corner for the sake of happiness. 


are planted, real accomplishment appears. 


When your pocketbook is empty and you find that you are broke, then it’s hard to laugh with others and 
to listen to a joke. Then your mind is in a turmoil, and you worry night and day, for you think of what you're 


These are thoughts that drive you crazy and your spirits start to droop, on your face comes little wrinkles, 
to your shoulders comes a stoop. Debt is King of your Dominion, you're a servant to its rule, and you think 
of all you’ve wasted and you call yourself a fool. So you keep on sinking lower ’til at last you see the light, 
then you stop your whining program and make up your mind to fight. You forget your debts and worries and 
begin to think of gain, and the more you think about it, all the less you think of pain. 


You begin to think of winning and of what you’re going to do, you forget that bills are pressing, so you’re 
cheerful ’stead of blue. For your mind is full of action, full of thinking of success, that tem vaivhigg bao 


Then the bills begin to dwindle and the cash begins to grow for you always reap a harvest like the kind 


of seeds you sow. Sowing thoughts of grief and worry brings a crop of bitter tears, but when seeds of joy 


Cordially yours, T. V. R. 
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The clock has one sec- 
ond for each tick and it 


makes it. 


One Thing Time 


Do That One Thing Thoroughly and Completely 


ANY people’s strength is frittered away, 
not because they work too hard, but 
because they do not work intelligently. 

Most of our strength goes in waste. 
spent in serious effort. It is not the hard blows 


that weaken a man, but 
the little pin-pricks that 
come every day. ‘The 
irritation that these 
cause saps the strength. 
We should make up 
our minds to do one 
thing well and to do 
one thing at a time. 
We should not be con- 
fused at the magnitude 
of the task before us. 
If we have an area to 
sweep, we can sweep 
one yard of it at a time 
and the first thing we 
know, the job will be 
done. If we have a 
language to learn, we 
can learn a few phrases 
every day, before 
long we will have a 
working vocabulary. 

It is necessary to have 
in mind a definite pur- 
pose and to make every 
effort count toward 
that purpose. There 
should be no waste 
energy. There should 


be no energy thrown away because of confusion. 
Attempting to do one thing at a time and doing 
it well gives us a foundation upon which we can 


By DR. FRANK CRANE 


It is not 


Copyright, 1925, by Dr. Frank Crane 


do the next thing, and gives us a satisfying 
sense of progress. We can look back upon the 
close of the day at some one thing that we have 
accomplished, or at most two or three things. 

The clock has a million ticks to make, but it has 


one second in which to 
make every one of 
them. It is not hur- 
ried. It does one thing 
at a time. It should 
not be forgotten that 
great things or great 
ends are made up of lit- 
tle ones. It is doing 
these little things well 
that clears the way for 
doing the great things 
well. 
Doing one thing at a 
time, therefore, some 
one thing that is com- 
mensurate with our 
ability, gives us a sense 
of being competent for 
our task. It does not 
humiliate us. If we 
try to do everything at 
once, we are over- 
whelmed and we get 
the idea that we are 
failures. 

In order, therefore, to 
keep up our faith in 
ourselves and maintain 
a conquering spirit, let 


us do one thing at a time and do that one thing 
thoroughly and completely. Then we will be 
prepared to do another. 
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Market for Electrical Supplies 


Compiled Monthly From Reports Made to THE JOBBER’S SALESMAN, by 
Jobbers, on Market and Price Conditions for 22 Key Products 


EASTERN STATES* CENTRAL STATES* WESTERN STATES* 
MARKET | PRICES || MARKET | PRICES || MARKET | PRICES 
May 15 to General May 15 to General May 15 to General 
COMMODITY June 15 Trend June 15 Trend June 15 Trend 
5 
Transformers, insulators, distribution equipment | @|17/ 6] 25] ¢/19] 0] 23] 1 1/10} 9] 13 
Poles and pole-line hardware ..............-- 4/17] 6] of 21] 7] 1 10 
Switchboards and accessories .................. 4/10/14] 1] 10].12] 20] 5] 4] 121 
Motors and control apparatus 2/20/10] 4] of 18] 1] 8] 5] 
6/24) 4] 9] 84] 4/21] 1] 0} 26] Of} 6] 12] Of} 9] 17] O 
10} 23 2] 2/18] 14} 10] 4] 8} eo] 8] 8] 2) 7 8 
Wi 10} 2/18] 12] 4) 21] 4] 1/16/12] 4] 10) 2] 2} 11] 8 
Industrial 7] 17] ss} 2] 4) 17] 9] 28] 4] 17] 0 
Commercial lighting 7] 1/80] 4/19] 6] 0] 28] Off 8] 0] 17] 
Residential lighting units...................... 7/14] 6] 95] 6] of 2] 6] 4] 1 
Street lighting equipment...................... 2{ 9/11] 0 9] Of] 8! 7] Of 10 
Heating appliances 2/21 1] 81] 1) 11/16] 0/25] Si} 1] 8 8 16] 1 
Motor-driven appliances 4/18] 8] 0/20] 0711/17] 0/28) 2) 5] 9} 15) 1 
30] 0/388] of 19/10] of 7| 7] of 16] 1 
Flashlights and 5/21} 8| 7] Of} 4] Of 17] 2 
1/ 5/17! o! 20! sj} o! 6lis| o'18! 1! 6] 1] 8] 0 


*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; 
Western States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Okla- 
homa and Texas; Central States all between. 
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Pictorial Review of Electrical Developments 


Above is shown the Crawford Avenue generating 
station of the Commonwealth Edison Co., Chicago, 
said to be the largest power plant in the world. ‘The 
output will be 1,000,000 kilowatts. 


Left to right: Samuel Insull, public utility head, 
and Sir Philip Nash, noted British authority on elec- 
tricity, photographed while on a tour of inspection 
of the Commonwealth Edison Co.’s new power plant, 
Chicago. This is a rare photo as Mr. Insull has 
for years successfully evaded  photographers.— 
Underwood §& Underwood. 


Below is shown the turbine room of the new gen- 
erating station which was formally opened May 26, 
1925. 
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Photo to right shows bat- 
tery of lights which on the 
night of May 25 threw over 
a billion candle power on 
Niagara Falls in a_ special 
celebration of Victoria Day; 
16 of the lights played on 
the horseshoe and on_ the 
American and Bridal Veil 
Falls. In the group of men 
are American and Canadian 
officials and officers of the 
General Electric Co.—P&A 


These two photos show 
the magnificent’ results 


cured by the battery of 
lights which throw  1,800,- 
000,000 candle power on 


Niagara Falls. The lighting 
of Niagara Falls has pro- 
gressed a long way since 
1884, when Albert Bierstadt 
exploded a quantity of 
powder on the rocky ledge 
beneath the American Falls 
in order to illuminate them 
at night for the benefit of 
a party of English railroad 
men. 


é ‘ 
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Above: Portable searchlight 
used with anti-aircraft artil- 
lerv. How clear it is may be 
seen by the image in the re- 
flector when the photo is 
turned upside down. 

Right: New invention 
called “Wavair Circulator.” 
It circulates the air by wave 
motion without draft. It can 
be attached to any electric 
fan. 


This remarkable 
lighthouse model was 
made by Daris Russ- 


material he used 36 
shells picked up on 
battle fields of 


The beautiful 
bronze “Light of 
Education” that 
stands at the portals 
of the Education 
Building, Albany, 
N. Y. Sculptured 
figures of school 
children entirely 
circle the pedestal of 
the light, which is 
truly a monument to 
education.—Kadel 
Herbert. 


sailor, who 
on it for 
years. For 


Every de- 
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tail, even to the tiny 
furniture is accurate 
and to seale.—Under- 
wood Underwood. 


Below: Pro- 
fessor Rocotti of 
Milan trying 
to receive in the 
crater of Mt. 
Vesuvius broad- 
casting from a 
nearby station. 
The test proved 
there was no re- 
ception near the 
eruptive zone of 
the volcano. 
Masks_ were 
worn as protec- 
tion against 
poisonous fumes 
—TInternational. 
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4 H. C. Downing 


Owner, House of Downing, Des Moines, La. 
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MEN YOU SHOULD KNOW 
H. Downing, Downing 


HE Scotch have no corner on the principle that 

I something should be saved out of every dollar 
earned. This principle is adhered to just as con- 
scientiously by the Dutch. Perhaps the fact that the 
subject of this sketch was brought up, from the time he 
was a baby, in a Holland community, learned to speak 
its language and became virtually a Hollander, except 


this before entering the hardware field, first in the retail 
end and later in the wholesale end, as traveling salesman. 
Upon his marriage, wishing to leave the road, he loaned 
some of his savings to a contractor and went into business 
with him. 

In 1905 a wholesale line was added to the contracting 
business, which soon expanded to the point that it be- 


for the windmills and wooden 
shoes, had something to do 
with his ability to build up a 
business from nothing and ac- 
cumulate a considerable per- 
sonal fortune, which he now 
uses in ways that are out of the 
ordinary and merit more de- 
tailed mention later on. 

As a-jobber, most people in 
the industry know Harry 
Downing. If they have been 
associated with him in commit- 
tee work or in sectional or na- 
tional meetings, they know him 
right well, for he has started 
more arguments in jobbing 
circles than any other man 
now living, and it may also be 
said carried his end with logic 
and persistence. To get the 
pun over with early in the 
game—you can’t down Harry 
Downing. 

They also know him as a 
lover of horses and as more or 


A Starter 


HEREVER a bunch of 

people get together, if 
Harry Downing is there he is 
sure to start something, even if 
it is only an argument. He likes 
to be where things are doing. 
He is also just as good a fin- 
isher. His life shows that, for 
he started below the first rung of 
the ladder and has built up a 
successful business out of noth- 
ing. He worked so hard at it 
that it began to tell on his health, 
and he had to start in to build up 
the physical side. At middle life 
he has a better physical equip- 
ment than ever before. Lastly, 
he started in helping others to 
the better things of life and finds 


came necessary to seek a 
larger center of operations. 
Des Moines was selected, and 
in that city the Downing Elec- 
trical Co., or, as it is known 
today, the House of Downing, 
shed its retail and contracting 
feathers and emerged as a real 
electrical jobber, a house now 
known from Coast to Coast. 
It prides itself on its record of 
20 years for it has paid every 
bill every week during its ex- 
istence, 

The business has grown 
steadily and, in common with 
many other electrical whole- 
saling ventures, has made 
money. Aside from this, 
however, Mr. Downing has ac- 
cumulated a considerable per- 
sonal fortune by wise invest- 
ment, and as a fortune is 
something that most jobber 
salesmen have everything else 
but, he was asked to say a 


less of an enthusiast on physi- 
cal culture. Not so well, how- 
ever, do they know him as a 
philanthropist along certain | 


of all. 


in that the greatest satisfaction 


word which would be of value 
to those who wish to “get 
along,” financially. 

“First,” he says, “you must 


definitely planned lines. But 
to understand these things bet- 
ter the development of the individual from his earliest 
days should first be taken with consideration, which, in 
tabloid form, is as follows: 

H. C. Downing was born in Matoon, IIl., in 1875, and 
lis people moved to Pella, Ia., the Holland community 
ubove alluded to. The mother was left a widow with two 
oys to take care of—H. C. and a brother eight years his 
senior. 

Work early in life became Harry Downing’s middle 
name. While in high school he worked on Saturday 
| eddling with a basket. He sold papers Saturday after- 
noon, His vacations were spent working on the neighbor- 
ing farms. Much the same regime was followed during his 
course through Central University at Pella. 

After graduation he learned the trade of a printer, for 
lis mother was of the old school and believed that every 
|oy should have a trade. They moved to Ft. Dodge, and 
|e worked on a newspaper but he did not continue long at 


work, save money and live 

clean. If you do these three 
things it is almost impossible not to succeed. The harder 
the going the more determination is necessary to keep in 
line with those three requirements. 

“The old saying that money makes money is a truism. 
But to get the law to working for you it is first necessary 
to save something. Once you form an acquaintance with 
compound interest there is no harm in making it your 
hobby until such time as it accumulates so that you can 
take on other hobbies.” 

“In my opinion, the safest and most reliable form of in- 
vestment is good real estate, well chosen, and mortgages 
on real estate. I have one friend, a journalist, who is a 
splendid producer but not a business man.. Some years 
ago I took it upon myself to handle his savings so that he 
might find himself independent when the products of his 
pen would no longer support him. This man is now 58 
years old and it should be significant to everyone that 
there has accumulated in com- (Zurn to Page 90) 
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Robert Lewis Dies 

Robert Lewis, secretary of the 
Elliott-Lewis Electrical Co.. Phila- 
delphia, Pa., died on Monday, June 
8. That is just a simple statement, 
but in it is contained a world of 
grief for his relatives, an irreparable 
loss to his many friends, and a wide 
open gap in his business and among 
business associates which will be all 


too hard to repair. 


Gilham-Schoen Anniversary 

The Gilham-Schoen Electric Co., 
Atlanta, Ga., celebrated its seventh 
anniversary by moving into its new 
building on the corner of Cone and 
Poplar streets. On May 17, eight 
pages of the Atlanta Journal were de- 
voted to the story of the progress and 
success of this company. P. C. Gil- 
ham, its president, has been in the 
electrical business for thirty-two 
years. In 1918 he associated himself 
with G. F. Schoen, one of the oldest 
electrical men in Atlanta, having come 
to that city in 1901 as secretary and 
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treasurer of the Electrical Manufac- 
turing Co. The present firm was 
formed in 1918, since which time the 
progress of the company has been a 


continuous success. 
* * * 


Western Gets “Jimmy” Smith 
Back 

“Jimmy” Smith who left the 
Western Electric Co., Atlanta, Ga., 
after sixteen years’ continuous serv- 
ice to take charge of southern sales 
for the American Moistener Co., 
manufacturers of humidifiers, is back 
with Western in charge of sales of 
line material specialties, power ap- 
paratus and farm light plants. 
“Jimmy” is probably one of the best 


known electrical men in the south. 
* * 


Corcoran Predicts Son’s Future 

I. S. Corcoran, of Boggis-Johnson 
Electric Co., Milwaukee, Wis., has a 
baby boy. “Core” says the kid will 
surely make a fine salesman, as he is 
either hungry or sleepy all of the 
time. 


Battle of Treasure Island 

Pirate ships are now in the offing— 
four of them, manned by blood-thirsty 
crews—‘‘Yo Ho and a bottle of Rum.” 
A battle began June 1 and will last 


until November 30, midnight. It is 
for numerous big prizes offered by 
the Parr Electric Co., not the least oi 
which is a “chest of gold” offered by 
McKew Parr. 

The big prize contest for the sales- 
men of the above company takes this 
novel form: There are four ships. 
each well officered and manned. They 
will fight it out among themselves to 
see which will secure the most lamp 
contracts. There are all kinds of 
prizes for individuals and crews—for 
team work and individual work. The 
one they call the “Chest of Gold” 
is a round trip to the Bermuda Islands 
for a week’s vacation in January wit) 
all expenses paid. The “Sack of 
Silver” is a similar trip to Quebec. 

“Mac” is an old Annapolis man 
and has worked this thing out on 
strictly naval lines. 


“Well-being” is a compound word which seems to be expressive 
of this group—the organization of the Parr Electric Co., Inc., of 
New York, Brooklyn, Newark and Jersey City. They look well- 
fed. They are well-fed because they make good money. Mc- 


company. 


Kew Parr, on the extreme left looks after all that. 
has taken out insurance for all the employees under the grou) 
insurance plan, the cost of the premiums being borne by the 


He recent] 
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eModern lighting makes windows sell. No attendance 
necessary. No waste. I am a Tork Clock. I turn electric 
lights on and off regularly. Set me once, wind me every 
week, and I do it every day at the times you set. 


DRY GOOD: 


The store window which is dark after dusk is dead. 
Dead to the many window shoppers who pass it by. 


Dead to its own “circulation” of ready buyers who have 
already beaten a path to its door. 


On your way home tonight count the dead 
ones, and tomorrow tell them to— 


Sell after dark 


Let a Tork Clock help you to get 
this business. We will tell you how. 


TORK COMPANY 


8 WEST 40TH STREET - NEW YORK 
Tork Clocks -Tork Timers «Tork Lights -«Wire-Nuzs 


When you tell a storekeeper 


Do your dealers know this 


comes your customer. 


Tork 1 tells how. 
or nua 
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It is a downright shame that this picture of Chris. Litscher and his two sons did 
not come out better. It doesn’t make so much difference about the “old man,” for we 
have shown him a lot of times, but it was the first earned trip to Hot Springs for the 
two boys, who are both hustling for the C. J. Litscher Electric Co., of Grand Rapids. 
The boy at the left is Steve and the one on the right is Christian, Jr., otherwise known 


as “Kick.” 


C. J. is to be congratulated, although it is understood he is having to 


extend himself more than usual now that these two fellows are after his job. 


Hyland’s Dinner Dance 

The sixth birthday of the Hyland 
Electrical Supply Co., Chicago, ar- 
rived on May 27, and with it came the 
banquet which the company arranged 
for its employes at the Belden Hotel. 
After the dinner each official gave a 
brief talk, commending each and every 
employe for the loyal support and un- 
tiring effort rendered in the interest 
of the company. 

M. C. Taradash, president of the 
company, delivered a talk on the his- 
tory, developments and prospects of 
the company. He announced to the 


employes a profit sharing plan of 
purchasing stock of the company on 
an easy payment basis which plan 
struck a popular chord. The motto 
adopted is “Every one a stock holder 
—be a partner of ours.” 

After Mr. Taradash’s talk the rest 
of the evening was given over to danc- 
ing to the music of Benson’s orches- 
tra, and entertainment by several 
popular radio artists and vaudeville 
teams. 

The enlarged quarters of the com- 
pany at 700 W. Jackson now cover 
24,000 square feet, which is efficiently 


divided into offices, stock rooms, +v- 
ceiving and shipping rooms. An in- 
teresting policy of this company is its 
arrangement to have its windows 
trimmed monthly or semi-monthly |v 


-a window trimmer from 


Field & Co. The theory being to ot 
only have attractive window displays 
but also to set an example to the de.!- 
ers along this line. 

* * # 


Hot Springs Meeting of 
Westinghouse 
Jobbers 

The meeting of the Westinghouse 
Agent-Jobbers’ Association, held in 
Hot Springs, Va., May 25 to 30, 
brings to light a number of interest- 
ing facts concerning this very im- 
portant chain of distributors and their 
activities during this annual  get- 
together meeting. 

According to the program of this 
event, there are now 36 Westinghouse 
agent-jobbers; that is, counting main 
houses. These were represented by 
80 men. In attendance from asso- 
ciated companies, such as the West- 
inghouse Lamp Co., Bryant Electric 
Co., ete., were 20 other delegates. The 
parent Westinghouse Electric & Mfg. 
Co. had 46 representatives at thie 
meeting, aside from district office men. 
In addition to the above there were 
a bakers’ dozen of invited guests. 
Some of the lords were accompanied 
by their ladies—of the latter there 
were 23. 

The program was an extensive one, 
embodying eight sessions. 


Yeh us 


S‘funny that the only customer present at the Hyland Elec- 
trical Supply Co., Chicago banquet should have a halo of light 


behind his head. You can find him in the background. Har'y 
Ackerman is his name. 
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Let Us Persuade You To 


TAKE A PROFIT 


on the commercial lighting glassware you 
sell. Of course we can supply cheap glass if 
you insist, but you know as well as we do 
that there is no profit in cheapness. 


No. 2354 Line 
Cora Cased Glass 


has quality, beauty, salability and profit. 
SOLD ONLY THROUGH JOBBERS = 


COR 


CONSOLIDATED LAMP & GLASS CO. 
CORAOPOLIS, PA. 


| 
3 
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News of the Salesmen 


Piedmont Electric Co., Asheville, 
N. C., has added to its Asheville 
sales force, Robert H. Plant, who 
for many years was with Huntington 
& Guerry, engineers and contractors 
of Greenville, S. C. Mr. Plant with 
a large acquaintance in the elec- 
trical trade and a wide experience in 
electrical materials is a favorite ad- 
dition to the Peco Sales force and 
will have charge of a special sales 
work in connection with the Asheville 


house. 


J. T. Mandeville formerly with the 
Westinghouse Lamp Co, at Atlanta, 
Ga., is now a salesman for the Robert- 
son Supply Co., Orlando, Fla. C. 
B. Grintes has become a counter man 
for the same company. 


M. A. Hartley & Co., Northumber- 
land. Pa. has taken on a new counter 
man, William S. MHeintzelman of 
Sunbury, Pa. 


Wayne Junction Electrical Supply ia kx: body Electric C 
Co., Philadelphia, Pa., has taken on In this group are the men that make the wheels of the Peabody Electric Co. 


Muskogee, Okla., go ’round. Back row, left to right: B. Lewis Martin, district 


James C. Kinsley who will act in sales manager, Chicago Fuse & Mfg. Co.; A. M. Beebe, purchasing agent; F. H. 

the capacity of a counter man. - Neben, secretary; A. D. Peabody, president; H. L. Pantel, radio salesman. Front 
a em s row, left to right: J. W. Wood, salesman; J. S. Hostetter, representative, Edward 
r. J. O’Brien will represent the N. Riddle Co.; R. E. Morganthall, sales manager; G. B. Fisher, salesman. 


John S. Maxson Co., Homer, N. Y.. 
as an outside salesman, Mr. O’Brien 
will have his headquarters at Albany, 

The Rumsey Electric Co., Phila- 
delphia, Pa., has taken on three new 
men. Clarence A. Dillon and Edw. 
T. Hye will sell the general line, 
while H. D. Baker will handle ap- 


pliances only as a specialist. 


The Long Island territory of the 
Parr Electric Co., New York will be 
taken care of by J. V. O’Brien who 
for the past five years has been a 
salesman for the Manhattan Elec- 
trical Supply Co., New York. 


F. M. A. Hostage formerly with the 
General Electric Co. at New York is 
now in the sales organization of the 
Parr Electric Co. 


R. C. Schmidt who has been witli 
R. K. Carter & Co., New York for 
the past three years is now in the 
purchasing department of the Parr 


4A Electric Co. 

— The Missouri Valley Electric Co.. | 

When F. O. Andridge, lighting specialist of the Western Electric Co’s. Cincinnati Kansas City, Mo., has employed W. 
office, was damp behind the ears (and elsewhere) he was known as the best bubble it in North- 
blower of his weight. So when he visited the Consolidated Lamp & Glass Co’s. i. 
plant at Coraopolis, Pa., he just couldn’t resist the temptation to give this demon- east Kansas and Northwest Missour'. 
stration of his skill. Andridge is the one with the haroldlloyds: the other gentleman K. H. Rogers has been employed as 
who tried “blowing his own” is Mr. Freeman of the Union Gas and Electric Co., 1 a 1&H on 
Cincinnati; and the chap with the shirt on is Elmer Holland, sales manager (when ‘oe SS ae opp 
there are any sales to manage) of the well-known Cora glass business. Co., New Haven, Conn. 
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CONNECTICUT-BAKELITE LINE 


complete line of Bakelite Wiring originated and hy Connecticut 


No. 7141 No. 7195 BLANK PLATE 
PILOT LIGHT 3 TELEPHONE No. Gang List 
PLATE PLATE 7185 a) 


List 2.00 : List 60 7186 2 1.00 


No. 980 No. 990 7 
SINGLE UNIT DUPLEX UNIT 
RECEPTACLE RECEPTACLE 

List 80 List 1.00 


No. 6193 No. 6190 No. 6191 


SMALL BUTTON 


LUMINOUS 


For all Plates and Used only with BUTTON (Extra 
= No. 6145 Receptacles except Nos. For all se say UNIT COMBINATION TOGGLE 
PILOT LIGHT UNIT Nos. 980 990 7185 7195 Combinations SWITCH AND SINGLE } z 
COMBINATION 980 990 7185 7195 List. 10 List 40 RECERTACLE f 
Including Receptacle with 125 V. List .10 Can be wired independently or as a : 
n Lamp and D. P, Toggle Switch. — oat — 
? List $5.00 . P. Switch 3.45 
: 6112 D. P. Switch. 3.80 
6113 3-Way Switch 3.80 
Note: Price of all Plates and 
me Combinations includes Attach- 
ing Screws and Plain Finishing 
Ww No. 6195 
, Small Plate Attach- No. 6196 
ey ing Screw for all Large Plate Attach- 
e, Plates and Recepta- ing Screw for use 
cles except only with 
)- Nos. Nos. 
980 990 7185 7195 : 980 990 7185 7195 
List 06 List .06 
le 
No. 6150 : SWITCH AND DUPLEX 
10 PILOT. LIGHT UNIT RECEPTACLE 
COMBINATION MAKE YOUR OWN” COMBINATIONS Can be wired independehtly or as 8 
a Includilg Receptacle with 125 V. a switch controlled Receptacle, 
: _ Lamp, D. P. Toggle Switch and Sin- 6101 Ss. P. Switch 3.65 
* gle Receptacle. 6102: P. Switch 4.00 
: List $600 6103 3-Way Switch 4.00 


th . No. 7125 
TOGGLE PLATE MADE UP INTO KITCHEN UNIT | 
The three gangs at left switch led outlet with pilot light. The r 


or one 
No. 6187 No. 6186 No. 6185 other two gangs represent switch and pilot light for cellar or back stair control. No. 970 

he PILOT LIGHT 125 V. LAMP SKELETON 0. 
ADAPTER List 50 RECEPTACLE . RECEPTACLE 

rr List .75 List 1.00 + 


THE CONNECTICUT ELECTRIC MANUFACTURING 0. 
Main Office and Factory: BRIDGEPORT, CONN. 
. NEW YORK CHICAGO 


Have you received 
discount sheet issued 
May 22nd? 


¥ 


SAN FRANCISCO 


TOGGLE PLATE PUSH BUTTON 
No. Gang List PLATE 
7121 1 No. List 
7123 3 1.28 
71240 41.60 2 
7128 2.00 7103 3 1.10 
7126 6 3.60 i 7104 4 14S : 
7127 7 4.20 1.85 : 
7128 8 480 
7129 «9. 8.10 
713° 9.90 Note: Prices on Special ‘ 
7132 US Plates furnished on request. 
= 
2 
2 


28 THE 


“FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE 
JOBBER IS THE MOST IMPORTANT MAN IN THE INDUSTRY.” 


June 7. 


picture before they got “dirtied up.” 


The assembly, stock and shipping departments of Stanley & 
Patterson, New York, had an outing at Westwood, N. J., on 
There were several truck loads as you can see here 
and we rushed a photographer down to headquarters to get this 
We were told that Hig- 


gins, the purchasing agent, was the one holding a straw hat. 


That’s a hot identification. Sixth one from the left in the froni 
row would be closer. 
may not be purchasjng agent, but we are bound to write this 
thing up in a way that it will be its own “Correction Notice” in 
case anything is wrong. Nobody sent us no story. 


That may not be Higgins and Higgin- 


Peabody Honored 

The Rotary Club of Muskogee, 
Okla., decided a short time ago to 
inaugurate a City Hall of Fame. One 
of the first members nominated by 
the Rotary Club was Alvan Peabody, 
president and general manager, Pea- 
body Electric Co. 

Alvan Peabody was selected for 
active good citizenship and his ser- 
vices in advertising Muskogee by be- 
ing elected district president of’ the 
Lions clubs, and bringing the Lions 
convention here for next year. 

He probably can call more Mus- 
kogee folks by name than any other 


man in the town. It is his boast 
that he can attend a meeting of any 
of the civic clubs, and name _prac- 
tically every man present. 

Mr. Peabody went to Muskogee 17 
years ago from the Westinghouse or- 
ganization in Pittsburgh, Pa., and 


started the Peabody Electric Co., 


He was the whole company in those 
days—bookeeper, solicitor, salesman, 
secretary, and president. 

Today he has a staff of 22 mem- 
bers. 

He was a charter member of the 
Lions club, there, and is a past presi- 


dent. He has been on the board of 


\| 


Some idea of the strength of the Electric Club of Chicago, and the support given 
it by all branches of the industry in that city may be had from the above picture 
of its beautifully appointed dining room. Luncheon is served here every day which 
is unusually well supported. The dining room as well as the entire club is open to 


all electrical men visiting Chicago. 


Lee Farmer, who was nice enough to loan us 


the picture, warned us not to mention his Beardslee fixtures so we won't. 


directors of the Retail Merchants’ 
Association, and its treasurer. He 
served three terms on the board ot 
directors of the chamber of commerce. 
and last year was national councillor. 
He is now vice-president of the state 
organization, 
* * 
Boy of 21 Wins Bonbright 
$5,000 Prize 

The much discussed $5000 Bon- 
bright prize award, for the best 
paper combining a review and fore- 
cast of the electric light and power 
industry in the decade 1920-1930. 
was won by David Cowan, a 21-year- 
old employe of the Sun Life Insur- 
ance Co., of Montreal. He was in 
competition with 438 others, repre- 
senting some of the best engineering 
and educational minds in _ the 
country. 

Second prize of $1000 went to 
Robert M. Davis, statistical editor of 
the Electrical World, third prize of 
$500 was earned by John Docken- 
dorf, an engineer of the Milwaukee 
Electric Railway and Light Co. In 
addition, there were 10 prizes of 
$250 and 10 prizes of $100 each. 

Later, in 1930, all these papers 
will again be reviewed, the one 
which most nearly forecast the sit- 
uation as of that date will then re- 
ceive an additional prize of $10,000 
put up by the American Super 


Power Corp. 
* 


Cooper Sends Crop News 

G. W. Cooper, president United 
Electric Co., Wichita, Kans., states 
that the Kansas farmers are getting 
ready to harvest a fair wheat crop o! 
approximately 90 million bushels, and 
that the crop of Oklahoma will ap: 
proximate 25 million bushels. 
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nnouncing 
the new 


As a result of several years study and investigation 
to bring about a simplification of the Mazda lamp line, 
the Westinghouse Lamp Company announces the New 
Standard Mazda lamp. 


The first lamp of the New Standard Line, which will 
include lamps from 15 to 100 watts, is a 25 watt Mazda 
lamp. This lamp, available to the trade as of July Ist, 
will eventually replace twelve lamps of present design. 


All lamps included in the Westinghouse New Stand- 
ard Line will be of uniform bulb shape and finish. The 
inside frosting is an important feature. Smaller types 
will be vacuum lamps; larger types gas-filled. 


Westinghouse 
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“I Wonder What’s Become of 
Sally” 

Of course there is a question of 
the right to take liberties with the 
well advertised name of “Salome’’ to 
the point of cutting it down to Sally, 
but the more important question in 
this tragedy of modern life which is 
about to be related is “Won’t you 
come back into our alley?” or what- 
ever it is to which wolves are sup- 
posed to come back. 

G. Brown Hill, vice-president and 
treasurer of the Doubleday-Hill Elec- 
tric Co., Pittsburgh, Pa., took a trip. 
The beginning of the trip is the be- 
So it’s all 
square at the first hole. Mr. Hill and 
various members of the Pittsburgh 
Chamber of Commerce were making 
the “Golden Rule Tour.” En route 
they adopted Salome, Not the Salome 
of Oscar Wilde’s creative imagination. 
Not the Salome who flapped her way 
to Herod with a tray under her flap- 


ginning of the story? 


A. S. De Veau, “Buzzer Engineer” of 
58 Park Place, New York, was thoughtful 
enough to send this picture taken at 
Atlantic Beach, Fla. Leave it to Al 
De Veau to get near water every moment 
he can spare. At the left is Ed. Whitmore 
who for many years was secretary of 
the Manhattan Electric Supply Co., New 
York, but now retired. In the middle is 
Joe Hall, of the J. P. Hall-Smith Co., 
electrical contractors of New York. At 
the right is De Veau. It is just a year 
since the latter started a manufacturers 
agency business in New York. He now 
has three salesmen and business has been 
such that he feels very comfortable about 
the future. Murdock, Interstate Electric, 
Multi-Electric, Frank E.. Wolcott, C. & 
P. Electric and Peerless Electro Prod- 
ucts are some of the lines he handles. 


pers. And, not, dear friends, the 
Salome who spoiled Nietzche’s game 
just about the time when he was one 
up on other philosophers. Mr. Hill’s 
Salome falls far short of the above 
examples, being a mere ill-natured 
cub-wolf, but as Shakespeare insin- 
uated, ““What’s in a name?” 

In any event, on the trip home Sally 
insisted on being plain ’ornery. Her 
nightly broadcasting took in the entire 
range of meter wave lengths. She 
played no favorites whatever. Sleep 


was a hopeless idea, rest an impos- 


sibility and the Golden Rule Tour was 
in grave danger of changing its name. 

A pretty tired and dejected group 
of men descended from the train at 
Pittsburgh on Friday night, May 29. 
The next day being Memorial Day 
the placing of Sally in the zoo was 
necessarily postponed. Consistent 
with the average luck of a man in the 
electrical industry, Mr. Hill drew the 
number out of a hat which gave him 
the undisputed right not to mention 
the questionable privilege of throwing 
a week end party for Salome, which 
party was to be prolonged until she 
could be properly presented to the 
z00 by the Chamber of Commerce. 
Oh, yes, it had long been decided that 
instead of using a bottle of cham- 
pagne or the key to the city, or what- 
ever it is that is used when presenta- 
tions are made, Salome would be pre- 
sented in the rather unique and well 
thought cut plan of propelling her in 
a rapid fashion in the general direc- 
tion of her future cage and home by 
the assistance of an educated toe 
properly encased in a heavy shoe, 
with the understanding that the im- 
pact be of a resounding capacity suff- 
cient to satisfy all gents present, the 
majority rule to govern. 


However, Salomes in general have 
a wide experience in breaking up little 
parties of this sort. Mr. Hill tied her 
securely in an inclosure under a back 
porch of the Hill home. Wine and 
cold chicken sandwiches were left her 
and the Hill family retired for the 
night—after the doctor had admin- 
istered iodine and bandages to the 
hands of all those taking part in the 
“collaring” of Sally. 

Awakened at dawn by the frightful 
stillness and quietness of Salome, Mr. 
Hill, after having some difficulty 
dressing, due to the aforementioned 
bandaged hands, made a morning call. 
Alas, the mind that had conquered 
Herod Nietzche, and Wilde’s cus- 


An object lesson in conservation of our 
national forests. Note the young tree 
necessary to carry the catch of P. W. 
Pearling, city salesman, Duluth Electrical 
Supplies Co, Duluth, Minn. These Min- 
nesota fisherman are too good, too good. 


tomers had put in another good night. 

Salome was gone. Not only that. 
but she took with her Mr. Hill’s best 
dog collar, or dog’s best collar. Yes, 
sir, the young lady had pulled a 
Tommy O'Connor just as neat as you 
please. 

Pittsburgh is now experiencing its 
first excitement since the Johnstown 
flood. Sally must be found at all cost. 
It has been suggested that all organ 
grinders in the city be presented with 
the music of “Won’t you came back.” 
ete. The results might prove 
startling. 

* * * 


Vilett Heads. League 


W. H. Vilet, president Northland 
Electric Supply Co., Minneapolis. 
Minn., was recently elected president 
of the Electric League of Minneap- 
olis. An interesting move on the part 
of the league is the fact that on June 
13 a complete electrical installation 
is to be made for the Girls’ Camp- 
fire Lodge at Lake Minnewashta. 
This is to be a large undertaking. 
Material and labor are to be fur- 
nished gratis, and it will benefit ap- 
proximately 600 girls each year for 
year to come. 
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This the new 


25-watt Edison MAZDA Lamp 


on which production has been started and which will shortly be available 
for distribution in limited quantities. 


The new lamp will combine all the outstanding advantages of the other 
types now in use and will incorporate recent developments not to be found 
in any other type. 


It is not, therefore, an extra type to be added to the list of 25-watt lamps 
now on Agents’ shelves. It is designed to replace the other 25-watt lamps 
—the straight side, the mill type and the two round lamps. 


So this new lamp is of double importance to the Edison Mazpa Lamp 
Agent since it will mean a great simplification of his lamp stock and a cor- 
responding simplification of records. 


The lamp is of graceful design and is frosted on the inside. The outside 
is perfectly smooth and as easily cleaned as a clear lamp. Yet the diffusion 
of light from this new lamp is greatly superior to that of the clear lamp, 
and the loss of light due to the frosting is negligible. 


This is only the beginning. It is expected that soon only five lamps will 
be needed to fill the majority of residence lighting requirements. 


MAZDA LAMPS 


ERAL ELECTRIC PRODUCT 
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Matthews Increases Advertis- 
ing Personnel 

With the continued development of 
its business, The W. N. Matthews 
Corporation, of St. Louis, Mo., manu- 
facturers of electrical specialties and 
mechanical painting equipment, has 
found it necessary to add to the per- 
sonnel of its advertising department. 

C. Karl Kemper has just joined the 
company’s advertising department, as 
assistant to the general sales manager, 
who supervises the advertising activi- 
ties of the company. Mr. Kemper is 
well known in advertising circles and 
was recently elected president of the 
Junior Advertising Club of St. Louis, 
Mo. 


Piedmont Lands Big Order 


The results of the co-operation of 
the Piedmont Electric Co., Asheville, 
N. C., with the Electrolier Co., its 
Asheville dealer, appear in the form 
of an order for Riddle fitments 
for all the homes that E W. Grove 
is erecting in his model town. “Grove- 
mont on Swannanoa,” 12 miles ‘from 
Asheville. 

Grevemont has its ewn water and 
sewer systems, electrical facilities for 
lighting, cooking and power, its own 
churches, public library, town hall, 
post office, with gardens, lakes and 
parks, although Grovemont is itself, 
set in a wonderful natural park. 
Plenty of room has been provided for 
the children to play in the sunshine 
and fresh air, and with a hard sur- 
faced road Asheville is reached 


quickly and conveniently any time and 
in any weather conditions. Great 
credit is given the Piedmont Electric 
Co. for its enterprise in successfully 
landing a job of this character. 


* * * 
McCauley Returns Home 
W. R. McCauley who travels 


southern Missouri for the Wesco Sup- 
ply Co., St. Louis, Mo., has returned 
to his territory after a week’s train- 
ing course in General Electric mer- 
chandising at Bridgeport, Conn. 
Special instructions were given in 
the new G. E. wiring system and it 
is said that “Mack” is now a living 
expert on wiring as it should be done. 


Model Town of Grovemont 


Collection Letters 


A collection letter is an ambassador 
on a difficult and delicate mission. A 
poorly written one is a wrecker of 
good will and future sales. A well- 
written one, on the other hand, is a 
promoter of these two business requi- 
sites, 

A book has recently been written 
on this subject by J. H. Tregoc, 
LS. B., and John Whyte, Ph. D., en- 
titled “Effective Collection Letters.” 
(Prentice-Hall, Inc., 70 Fifth avenue. 
New York), which will be found un- 
commonly useful by collection depart- 
ments. It contains over 500 pages. 
the bulk of which are devoted to 
samples of actual collection letters 
that have been found effective and at 
the same time to be promoters of 
goed will by a large number of com- 
panies—-wholesale and retail. Some 
of the letters show an interchange of 
correspondence by both parties show- 
ing how delicate differences have bevn 
ironed out. Some .are combination 
collection and sales letters, etc. 

This book can be recommended ‘0 
the collection department of any jo! 
ber. The cost of the book is $4.00. 

* & 


C. L. Teal Wins Prize Trip 


C. L. Teal, city salesman for tlic 
Matthews Electric Supply Co., Birm- 
ingham, Ala., has been selected as tic 
“Master Merchandiser” for the ye" 
1924 and will be given a trip to sone 
of the Eastern factories. Each ye'r 
one salesman is selected by the cor 
pany for such a trip. 


4 
: Four notables at the Hot Springs convention of the E. S. J. A. Left to right - 
: ee George Share, Emerson Electric Mfg. Co.; G. E. Cullinan, Western Electric Co. New 
York; Joseph Fowler, Fowler Electric Co., Memphis, and president of the Associ:- 
7 tion of Electragists, International, and George Corras, Western Electric Co. 


THE 33 


“FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE 
JOBBER IS THE MOST IMPORTANT MAN IN THE INDUSTRY.” 


Rome Code Wire—the contractor’s choice 


Few contractors are ever 
satisfied with ordinary code 
wire after they have once 
used Rome code. The smooth 
“roller” finish, the tight, non- 
slipping: braid, and the free 
stripping rubber insulation 


all help to make it much 
easier to handle. 


It is just another case of a 
quality product made with 
care and attention to details. 
For every Rome Wire is 
made, from wire bar to fin- 
ished wire, in our own mills. 


ROME WIRE COMPANY 


Mills and Executive Offices: Rome, N. Y. 
Diamond Branch: Buffalo, N. Y. 


New York Boston Chicago 
50 Church Street Little Building 14 E. Jackson Blvd. 
Detroit Cleveland Los Angeles 
25 Parsons Street ~ 1200 West 9th St. J. G. Pomeroy, Inc., 


336 Azusa St. 
San Francisco 
J. G. Pomeroy, Inc., 51 Federal St. 


ROME WIRE 
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When this quartette heads for the mountains of Washington the fish and game 
know that they are going to wage a losing fight. 
Gleason of the North Coast Electric Co., 


The men in the picture are: J. H. 
Seattle; Bill Wheat of the North Coast 


Klectric Co., Portland; Joe Perry, City Light and Power, Seattle, and H. H. Van 


Luven, Sierra Electric Co., Seattle. 


All of these men are great lovers of camp life 


and are found during many week-ends fishing and hunting in the mountains near 


Seattle or Portland. 


Syracuse Supply Co. Cooled 
Centennial Crowds 


The booths of the Syracuse Supply 
Co. at the Syracuse Centennial -Ex- 
position, June 3 to 13, caused much 
favorable comment with an exhibit of 
the history of lighting from 600 BC to 


1925 and an exhibit of industrial 


— J} 


George Patterson talking to somebody 
on the porch of the Homestead at the Hot 
Springs convention of the E. S. J. A. It 
is quite evident that in this argument Mr. 
Patterson has the other fellow groggy 
and a knock-out may be expected at any 
moment. 


lighting from the old carbon lamps and 
tin shades to the modern enameled 
steel shades and gas filled lamps. But 
the most favorable comment was 
brought forth because of the tem- 
perature of 95° and 100° all during 
the exposition. The company had 
nine fans ranging from 8 in. to 16 in. 
blowing on the visitors and many of 
them took extra time looking over the 
“items of interest.” The history of 
lighting was loaned by Bryan Marsh 
Division and the industrial reflector 
set-up was a home-made job. 
Remodelling of the building of the 
Syracuse Supply Co. is now in prog- 
ress. The ground floor is to be for 
show rooms and the shipping room; 
second floor, all offices; and basement, 
third and fourth floors to be stock 


rooms. 
* 


Help the Postoffice 

A “Better Mailing Week” was in- 
troduced by the Government June 1 
to 7, with the hope that conditions 
would improve in the matter of prop- 
erly addressing mailing matter. 

Last year the checks, drafts and 
money orders, whose owners could 
not be located, amounted to $3,546,- 
542.54. In addition $55,523.96 in 
cash was turned into the United 
States ‘Treasury from misdirected 
letters or found loose in the mail. 
And 21,000,000 letters were deposited 
in the dead letter office during this 
time. It is believed that the “Better 
Mailing Week” will improve this 
serious condition. 


Andrae Pushes Convenience 
Outlets 

Julius Andrae & Sons Co., Mil 
waukee, Wis., has instituted an ad- 
vertising campaign on convenienc: 
outlets in the Milwaukee newspapers. 
Various advertisements are being ru: 
which are well illustrated and whic: 
should do a great deal of good ii 
promoting the idea of using mor 


convenience outlets. 


Ealand Has Big Job With the 
O. G. & E. 

Fred T. Ealand, former manager 
of the Oklahoma City office of the 
Southwest General Electric Co., has 
accepted the position of state mana- 
ger of the appliance sales department 
of the Oklahoma Gas & Electric Co. 

Ealand has been with the Southi- 
west for the past eight years and 
everybody down in that country knows 
him as “Cap,” as he held a Captain's 
commission in the air service during 
the war. His new job is a big one 
and must necessarily be handled in 
a big way and already the O. G. & EF. 
is congratulating itself on the appoint- 
ment. 

C. Skove, manager of the lamp de- 
partment of the Southwest General 
Electric Co., is acting as manager in 
Mr. Ealand’s place. 


Showing how friendly two competitors 
can be when they get together at Hot 
Springs. On the left is William M. Har- 
nah, treasurer of the James Clark, Jr., Co. 
and on the right, Paul Tafel of the Tafel 
Electric Co., both of Louisville, Ky. 
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May Delinquent Accounts 
Average Greater 

The accompanying tabulation shows 
‘he number of delinquent accounts re- 
ported to the National Electrical 
Credit Association by member manu- 
facturers and jobbers during April, 
1925, and May, 1925, as compared 
with the same months the previous 
year, together with the total amounts 
and average amounts of the delin- 
quencies, 


Branch Number of 
and Accounts Total Average 
Month Reported Amount Amount 


Central Division 
\pril, 1924... 871 $110,326.40 $135.04 


\pril, 1925... 964 107,660.66 111.68 
May, 1924... 957 110,184.85 115.13 
May, 1925....1066 125,851.18 118.06 
New York 

April, 1924... 471 64,648.00 138.00 
April, 1925.... 554 66,989.00 120.00 
May, 1924... 366 51,725.00 141.00 
May, 1925.... 338 55,157.00 163.00 
Philadelphia 

April, 1924.... 221 25,313.95 114.54 
April, 1925.... 298 30,265.58 101.56 
May, 1924.... 327 32,961.99 100.80 
May, 1925.... 227 32,738.17 144.21 
Vew England 

April, 1924... 35 4,442.94 126.94 


April, 1925.... 118 10,466.92 88.70 


May, 1924... 70 6,883.85 98.34 
May, 1925.... 116 12,981.98 111.91 
Pacific Coast 

April, 1924... 31 3,869.93 124.84 
April, 1925.... 19 1,570.74 82.67 
May, 1924... 28 3,180.00 113.57 
May, 1925.... 27 2,101.04 77.82 

* * * 


Getting the Double “No” on 
the Dotted Line 


There is some business that sales- 
men fail to get because they do not 
interpret the English language as it 
is incorrectly spoken. In some in- 
stances the prospect uses the double 
“no” for the expected “yes” and the 
salesman doesn’t understand it. Sales 
could be increased 20 per cent on 
most any territory if our sample case 


toters were to take an advanced 
course in translating the mother 
tongue. All authorities on correct 


English declare that two negatives 
make a positive—hence two “no’s” 
would mean a “ves.” 

Here’s what I mean: 

Supposing, now, that a salesman 
should be selling beans—beans are a 
staple article when canned and most 
every merchant and salesman has 
leard of them. ‘The salesman asks 
Mr. Grocer if he wants to purchase 
five cases. The grocer replies, “I 
don’t want no beans.” Most salesmen 
take that as a negative answer. Cor- 
rectly translated it means, “I want 
some beans.” A wise grocer who is 
not in need of beans and who on the 


other hand, does not wish to dis- 
courage a salesman, may use the 
double negative, leaving it to the sales- 
man to interpret. If the salesman is 
able to interpret it as an affirmative 
answer, well and good. If he doesn’t 
well and good. 

Another example. Supposing a 
salesman calls on Mr. Jones, mer- 
chant, and asks for a little of his 
time to explain a proposition. Mr. 
Jones may say “I ain’t got no time 
to see you today.” The correct trans- 
lation means “Sure walk in, I can 
see you now.”” But how many sales- 
men would interpret it that way? 
Most of them would walk out and hope 
to see Mr. Jones tomorrow. In fact, 
I doubt if any salesman would see 
through the masked reply and accept 
the invitation, Having properly in- 
terpreted the prospect’s double nega- 
tive and explained the proposition to 
the point of asking for a decision on 
the part of the prospect, the salesman 
must watch for another double nega- 
tive. The prospect, Mr. Jones, is 
likely to say “I don’t want nothing” 
which means he wants something. Get 
the double “No” on the dotted line 
and your sales manager will have no 


cause to regret having hired you. 

On the other hand, many of the 
salesmen use the double negative and 
confuse their prospects. Suppose a 
salesman says to Mr. Jones “You don’t 
want no beans today do you?” the 
prospect is likely to take it as a nega- 
tive question and give a_ negative 
reply. If he properly interprets 
the psychological affirmative question 
he may give an affirmative answer. 
Whereupon the salesman says “Sign 
here, please’’ and goes to the next 
customer, 

However, it certainly would be con- 
fusing if a salesman and a merchant 
were both using the double negative 
and weren’t wise to it. Please inter- 
pret the following conversation: 

Salesman: “Mr. Jones, you don’t 
want no sugar today, do you?” 

Mr. Jones: “I ain't needing no 
sugar today. See you next week.” 


Wituis H. Parker. 
* * * 


We Apologize to Someone 

In the June issue we stated that 
Milton Reiman was Otto Reiman’s 
brother. We should have stated that 
Milton was Otto Reiman’s son. Beg 
vour pardon. 


Last October a bowling league was organized by the girls of the Iron City Elec- 


tric Co., of Pittsburgh, Pa., with four teams of five girls each. 


The four girls 


with Miss Weber in the front row make up the winning team. Miss Kunkle, extreme 
right, front row, averaged 79.6 for 72 games. 

Reading from left to right, front row: Miriam Schroth, Laura Rupprecht, 
Eleanor Weber, Manager; Elsie Kornrumph, and Flora Kunkle. 

Second row: Ann Einloth, Ruth Manzey, Mabel Miller, Helen Lankford, Wilma 


Katz, and Ruth Deakin. 
Rear row: 


Marie Ejinloth, Angela McGlynn, and Corrine Scheloski. 


They started a four year chess game the other day to be played by mail. Maybe 
some other jobber’s team would like to challenge the winners here. Yes? 
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ore HEMCO 


Hemco Groun-tite 
Fixture Hangers 


Designed to meet all the requirements of odd 
shaped fixtures. 

They are adjustable, attach to any size out- 
let box, and anchor the fixture. They ground 
the fixtures as well as mount them. 


No. 11 With Wings 


No matter how unevenly the box ears may 
become located, No. 11 hanger permits hanging 
of fixture in upright position. Accommodates 
various sizes of canopies. Grounds the fixture 
as well as easily mounting it. 


No. 12 Without Wings 
Similar to No. 11 except that it has no wings. 
May be fastened by means of cap and screw. 


No. 14 


Designed for use with shallow ceiling plates 
and allows the fixture stud to project through 
the strap. 

Has two sliding bars which pull outward to 
accommodate various sizes of canopies. 


pe 


Backed Hemco 


Backed by Hemco co-operation means that the 
f ~ same quality, the same energetic sales methods, and 
the same persuasive advertising that has created a 
demand for other Hemo products, will be applied 
more vigorously to the new Hemco Fixture and Bar 
Hangers. 


Our sales force has been again increased. Mis- 
sionary men, as well as our regular salesmen, will call 
on your contractor-dealer trade and explain the 
merits and advantages of the new hangers. 


Their special quality features, their new low prices, 
and our efforts in your behalf will be certain to bring 
orders in good sized quantities. 


There's going to be a big demand and easy sale for 
new Hemco hangers. Send for complete informa- 
tion and jobbers’ prices. Then place your order and 


be ready to ship promptly when the orders come in. 


> Write for a quantity of our new price and catalog 


sheets for insertion in your salesmen’s catalog. 


: 
wy ©. No. 12 
No. 11 No. 14 
GEORGE RICHARDS & COMPANY 
557-Wesrt Monroe Srreer- Cricaco,/ttinors. 
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Builders 


No. 45 


Hemco Bar Hangers 


*The enlarged end piece illustrated between Nos. 23 and 24 
shows an exclusive feature of Hemco Bar Hangers—notches on 
poe = of the bar to prevent the studs from becoming de- 
tached. 

All bars meet the Underwriters’ requirements that the manu- 
facturer’s trade name be stamped where it is visible for inspec- 
tion when installed. 

No. 20 Straight Bar Hanger and Stud 

Designed expressly for ceiling plates and concrete work. The 
box may be located at any desired spot, although the conduit 
may be a little off length. 


No. 21 Shallow Offset Bar Hanger and Stud 
Designed to accommodate standard outlet boxes where covers 
are not installed. 1%4-inch or 15-inch deep boxes are brought 
exactly to the plaster line. Sliding stud permits the box to be 
adjusted to any desired location between joists and it serves 
as a fixture stud. 
No. 22 Deep Offset Bar Hanger and Stud 
Differs from No. 21 only in the depth of the offset. Permits 
the use of a box cover or switch outlet. 
} No. 23 Old Work Bar Hanger 
Designed expressly for ceiling plates. The plaster is opened 
only large enough to permit the stud to pass through. 


No. 24 Universal Box Cleat 
Designed for 15-inch deep outlet boxes when used with 
cover, or for switch outlets the offset in the hanger allows 
proper space for lath and plaster. Can also be used for ceil- 
ing plates. 
Nos. 30-31-32-33 Loom Box and Bar Hanger 
Provides 3%-inch outlet boxes, two loom clamps, fixture studs 
and supports. No slipping when loom clamps take hold. Drill 
and top holes provided so that clamps may be reversed to 
cover the desired knockout or additional clamps. 
For features and dimensions, see table below. 
Nos. 40 and 41 Conduit Box and Bar Hangers 
Provides 4-inch outlet box having four %-inch conduit knock- 
outs, fixture studs and supports used with bushings and lock- 
nuts on rigid conduit work. Has patented sliding fixture stud. 
No. 45 Cable Box and Bar Hanger 
Provides 234-inch outlet box, fixture stud, four box connectors 
and support. Its use saves the cost of the pan and two or more 
box connectors, fixture stud and labor of assemblage and 
mounting to the joist. Box adjustable to any desired place 
on the bar. 


Catalog Diam. Depth 
No. For of of 
Box Box 
30 Loom ........... 314” 
31 Loom ... 344” 
32 Loom 3” 
33 Loom 34” 
40 Conduit or Cable......' 4” 
41 Conduit or Cable......| 4” 
45 Armored Cable............| 234” 


No. of 
Features Knock- 
Two Loom Clamps—No Ears........ 8 
Without Loom Clamps—No Ears 8 ~o 
Two Loom Clamps—With Ears.. 8 | oo%v 
Without Loom Clamps—with Ears 8 
Wun Pare... 5 224 
Four Box Connectors 4 | Bis 


GEORGE RICHARDS & COMPANY 
557-West Monroe STREET- 


| 
| 
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No. 23 Nos. 
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Epidemic of Name Changing 

The Magazine “Lighting Fixtures 
& Lighting” handles the above sub- 
ject without gloves in its issue of 
April 25. The following editorial ap- 
peared under the title—‘“‘Doesn’t 
‘Convenience Outlet’ Sound Nice 
Enough?” 

“Some time ago somebody decided 
that the name of ‘lighting fixture’ 
was too plebeian or old-fashioned. 
And, after much _ discussion, the 
name was changed by one group in 
the trade to ‘luminaire’; by another 
to ‘lighting equipment’; by still an- 
other to something else. Yet the 
public know them as lighting fixtures 
and usually buys them as such. 

“The electrical contractor was re- 
christened ‘electragist’ several years 
ago. Maybe to advantage—maybe 


not. But our own individual inquiries: 


have not disclosed a single person 
outside the fold who knew whether 
an electragist was a calory or a volt- 
meter. 


Whenever a Philadelphia electrical con- 
tractor or dealer wants more light on a 
subject Oscar Luttringer, lamp manager 
of the Colonial Electric Co., Philadelphia, 
is right on the job to give it with Pack- 
ard Mazda lamps. From the photograph 
one would never think that just the night 
before Oscar had acted as master of cere- 
monies at the dinner which the Packard 
Lamp Division gave to local electrical 
dealers through Colonial. 


“And now the universally known 
‘convenience outlet’ is seeking a new 
cognomen. Why? Is it no longer a 
convenience for the use of lamps, 
2lectrical appliances, vacuum cleaners, 
washing machines, etc.? 

“Verily there is an epidemic of 
name changing. The moment there 
is a-lull in the numerous campaigns 
of the industry somebody digs up an 
item that has to have its name 
changed. This is no way to help the 
electrical industry. Rather use the 
same effort and propaganda to sell 
the public on better lighting fixtures— 
better service of the electrical con- 
tractor—greater ability and decora- 
tive possibilities with more conve- 
nience outlets. 

“Don’t forget that every time you 
change the universally accepted name 
for a commodity, you’ve got to sell 
the change to the public before mak- 
ing your objective sale.” 


Jobbers Prominent in 
Association 


J. H. Richards, manager of the 
Varney Electric Co., Evansville, Ind., 
was elected president of the newly 
organized Electric Club of Evansville 
which is supported by jobbers, central 
stations, and contractor dealers with 
a membership of 25. 

C. B. Hawley, vice-president and 
general manager of the Inter-Moun- 
tain Electric Co., of Salt Lake City, 
Utah, who was formerly president of 
the Chamber of Commerce, was elected 
president of the Rotary Club of Salt 
Lake City, Utah. Mr. Hawley is also 
president of the Electric League 
there. 

* * 
Changes in Personnel 

Walter C. Schmidt formerly pur- 
chasing agent for the Manhattan 
Electrical Supply Co., New York is 
now in charge of a lamp department 
of the Parr Electric Company, New 
York. 

W. R. Davis, former general sales 
manager of the Magnavox Co., is 
now with the Manhattan Electrical 
Supply Co., St. Louis, Mo., as man- 
ager. 

* 
Cabell-Irby to Build 

The Cabell-Irby Co., Jackson, 
Miss., has let the contract for its new 
building which will give the company 
16,000 square feet of floor space. 
The building will be ready for oc- 
cupancy September 5, 1925. 


It is a pleasure to publish the picture 
of one of the young men who is old in the 
industry, not in years, but in point of 
service. If there is any electrical man 
better known to the electrical trade 
around Cleveland, Detroit and Indian- 
apolis than “Art” Collins, as he is known 
to his friends, we don’t know of him. His 
numerous friends all over the U. S. A. 
and parts of Canada will be glad to hear 
of his new work as vice-president and 
general manager of the Varney Electrical 
Supply Co., of Indianapolis and Evans- 
ville, Ind. 


United to Cover Panhandle 

The United Electric Co., Wichita, 
Kansas, is arranging to cover a new 
territory known as the Panhandle of 
Texas. 


| 


George Share, Emerson Electric M'-. 
Co. (left) and L. L. Goding of the Wi 
ner Electric Corp., at Hot Springs, 


joicing over the hot weather which mah 5 
fan business. 
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“Summer Sales Prize Contest” for 
Jobber Salesmen. 


LL manufacturers whose adver- 
A tisements appear in the follow- 
ing section, pages 41 to 73, to- 
gether with certain additional ones 
mentioned on the next page, are co- 
operating in THe Jopper’s SALESMAN 
“Summer Sales Prize Contest.” Their 
products are eligible in the contest, 
either the full line or specific items of 
their lines as specified on the next page. 


This contest is open to jobber sales- 
men whose names have been properly 
entered by their sales manager, and to 
them only. 


All entries have been acknowledged 
by Tue Jopper’s SALESMAN. If you have 
not received an acknowledgement and 
are not sure whether or not you are 
entered, ask your sales manager. 


This magazine is offering a prize of 
425.00 in cash for the greatest gross 
sales, at jobber’s sales prices, of the 
products of each and every manufac- 
turer in this section, in the period of 
July 1 to July 31, 1925, both inclusive. 


With so many prizes offered, every 
sulesman has a chance to win one or 
more prizes’ There is no limit within 
the scope of the contest to the number 
of prizes that one man can win. 


First, examine every advertisement 
in the section. Then pick out the manu- 
fscturers whose lines are handled by 
your house. 


Second, study the messages of these 
n.anufacturers. They have attempted 


to give you the help which will aid you 
in increasing your sales. 


Third, after studying the advertise- 
ments, refer to the sales stunts or ideas 
on page 74. These are ideas that can be 
put into effect by your contractors and 
dealers to increase. their sales and, inci- 
dentally, yours. One or more of these is 
applicable to every line advertised in 
the section. Try to get your contrac- 
tors and dealers to use them. 


Fourth, the contest is for the whole 
month of July. Do not fail to “follow 
through” to the very end in your efforts. 
You may land an order the last hour of 
the last day that will win a prize. 


NOTE CAREFULLY 


Salesmen’s records for the month of 
July must be sent in to the office of 
Tue Jopper’s SALESMAN by the sales 
manager or an official of the company 
and signed by him. These records must 
reach this office by noon of August 10 
to be eligible in the contest. 


City desk men or inside employes 
handling large volumes of business 
coming into the house are not eligible 
in the contest. Such business, however, 
may be credited to such regular sales- 
men as would be credited in the ordt- 
nary routine of the office. 


This contest is to be repeated again 
in August under the same conditions, 


except that the eligible manufacturers 


will be those using a similar contest 
“Insert” in the August issue of THE 
JOBBER’S SALESMAN. 
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MANUFACTURERS ELIGIBLE 


for 


The “July Summer Sales Prize Contest” 


HEIR advertisements are contained in the “Insert” which follows—pages 41-78—and in a 
few other specific locations as listed below. No other manufacturers. appearing in this 
issue are eligible. 


The name of each manufacturer is given below with instructions as to whether you are to keep 
your record of sales for his whole line or for certain specified items. 


MANUFACTURERS IN THE INSERT 


Name Page — Products upon which prize is to apply. 

Inland Glass Co., Chicago. Whole Line. 

U. S, Co. New U.S. Royal Portable Cord, only. 

Waage Electric Co., Chicago..........................-....- ee Whole Line. 

Tubular Woven Fabric Co., Pawtucket, R. I...... 57........ “Duraflex,” only. 

Grigsby-Grunow-Hinds Co., Chicago................ oe Loud Speakers, only. 

Dictograph Products Corp., N. Whole Line. 

Chicago Fuse Mfg. Co., Chicago........................ Whole Fuse Line. 

Eastern Tube & Tool Co., Non-Metallic Conduit (Loom). 

Fansteel Products Co., North Chicago................ 25 Whole Line. 

Gill Glass Co., Philadelphia................................ ate “Hyperion” Line of Glassware. 

Music Master Corp., Loud Speakers, only. 
Philadelphia 47 ........ Receiving Sets, only. 

Chicago Solder Co., Whole Line. 

Roach-Appleton Mfg. Co., Chicago.................... eee: Whole Line. 

Trumbull Elec. Mfg. Co., Plainville, Conn........ eee Whole Line. 

Harvey Hubbell, Inc., Bridgeport, Conn......... ee. Twin Te-Taps Nos. 7010 and 7085, only. 

Arrow Electric Co., Hartford, Conn.................. O8i....2 Whole Line. 

Jefferson Glass Co., Follansbee, W. Va............ ee. Whole Line. 

Hemingray Glass Co., Muncie, Ind.................... ee Whole Line. 


Mid-West Metal Products Co., Muncie, Ind.... 69........ Whole Line. 
Indiana Rubber & Ins. Wire Co., Jonesboro, 


Hart & Hegeman Mfg. Co., Hartford, Conn.... 70-....... Whole Line. 
Cutler-Hammer Mfg. Co. 48 . 

Wisconsin Convenience Outlets, only. 
Economy Fuse & Mfg. Co., Chicago.................. Te Whole Line. 
National Carbon Co., Inc., New York................ $8 <3. *Eveready Flashlights (one prize). 
Benjamin Elec. Mfg. Co., Chicago............ 41 to 44........ Industrial Howlers, only. 


MANUFACTURERS ELIGIBLE WHOSE ANNOUNCEMENTS APPEAR OUTSIDE 
OF THE “INSERT” 


Name Page Products on which prize is to apply. 


National Metal Molding Co., Pittsburgh, Pa.... 2........ “Sheraduct,” only. 

Mutual Elec. Machine Co., Detroit.......... 4th Cover........ “Bull Dog” Safety Switches, only. 

Curtis Lighting, Inc., Chicago...........................- ae Whole Line. 

*National Carbon Co., New Kees 2nd Cover........ Columbia Dry Cell Batteries (one prize). 
(Two Prizes) 3rd Cover........ Eveready Radio Batteries (one prize). 


*Note:—Four separate prizes for the three National Carbon Co. lines. 
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Chicago, July, 1925 


OUR ENTRIES IN THE BIG SUMMER 
SALES CONTEST 
See pages 2, 3 and 4 


Our genial friend, H. J. Kalwitz, is 
back on the firing line with his usual 
happy grin. Mr. Kalwitz’ many friends 
will be glad to know that he is en- 
tirely recovered from his recent illness. 


* * * 


Jaehnig Lighting Fixture Company, 
Newark, N. J., manufacturers of spe- 
cially heavy guarded lighting fixtures, 
floor lighting fixtures and similar spe- 
cialties, use Benjamin reflectors for 
their units, as they have found 
through experience that the Benjamin 
unit gives greater satisfaction through 
its efficiency than any other fixtures. 


The Detroit Electric Company is 
expanding so rapidly that it can 
hardly keep up with its growing busi- 
ness. It has already opened a new 
branch at Grand Rapids, Mich., and 
another at Fort Wayne, Ind., this 
year. 

x 

The H. I. Sackett Electric Com- 
pany, Buffalo, gets out a weekly flyer 
under the name of the “Electrapricer.” 
It is in letter form and brings out 
very plainly the idea that price is the 
last consideration in the purchasing 
of electrical equipment. Incidentally, 
the “Electrapricer” shows the trade 
marks of the nationally known elec- 
trical lines which are carried by the 
company and whose name means 
quality always. 

* 

E. J. Merz has joined the Rumsey 
Electric Company as city salesman 
and Ed. T. Nye is taking the South 
Jersey territory for the same com- 
pany. We wish the boys the best of 
luck in keeping up with the fast step- 
ping Rumsey organization. 


H. B. Baker, store manager for 
Rumsey, is going on the road imme- 
diately as appliance specialist. Bob 
Young, formerly of the Philadelphia 
Electric Company, succeeds Mr. Baker 
as store manager. 


* * * 


The Robertson-Cataract Electric 
Company, Benjamin distributors in 
Buffalo, Rochester, Syracuse and 
Utica, N. Y., was founded in 1895 with 
a capital of $60.00. Year after year 
since that time the organization has 


grown in size until today its sales are 
running around $5,000,000 a year. 
One of the most remarkable tributes 
which can be paid to the company lies 
in the fact that they have just paid 
their 82nd consecutive quarterly divi- 
dend on their preferred stock. Robert- 
son-Cataract today represent, as dis- 
tributors, a number of the greatest 
electrical manufacturers in America, 
among them Benjamin, General Elec- 
tric, Hurley Machine Company, Edi- 
son Electric Appliance Co., Radio Cor- 
poration of America, Gould Storage 
Battery Co. and the National Carbon 
Co. They are an outstanding example 
of the results which are obtained by an 
able management which has the imagi- 
nation to see the possibilities of the 
future and the enthusiasm and ability 
to take advantage of that possibility. 


THEY DOCK AND LOAD AT NIGHT BY BENJAMIN! 


This photo shows a good combination of Benjamin Equipment to meet difficult requirements. 
The loading rs of the Pacific S. S. Co., at Seattle, Wash., is illuminated with Benjamin Ellip- 


tical Angle 


eflectors, using 300-watt lamps, mounted on the side of the warehouse. 


The working lights on the ship are Benjamin No. 5644 RLM Reflectors, with 500-watt clear 


lamps. 


The warehouse itself is 1,200 feet long and is lighted throughout with Benjamin equipment. 
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The Benjamin Reflector 


Sell Benjamin Signals 
BIG CAMPAIGN NOW ON 


Jobbers’ Salesmen may cash in on our efforts—send us the list 
of towns you cover and we will send you the names of the firms 
we are reaching through our Industrial Signal Campaign. 


There could hardly be 
conceived a more appro- 
priate line for jobbers’ 
salesmen to concentrate 
on, particularly those in 
contact with industrials, 
than Benjamin Industrial 
Signals. 

Here is a line that knows 
no season. The require- 
ments of speed in busi- 
ness, the desirability of a 
well-installed calling sys- 
tem, are outside of day- 
light or dark hours, and 
beyond the considerations 
implied by changes in the 
weather. 


Benjamin Signals 


Speed Business 
One of the real problems 
in the routine of modern 
business is “getting the 
man’”’ when needed. Sav- 
ing the working minutes 
of superintendents, foremen and managers, who 
must shift about their plants, is simply a matter of 
installing first class electric signals to “get’? them 
wherever they are. Not only for these services are 
these signals indispensable, but for many other 
uses. And the need is present all the time, in every 
industry and for many phases of municipal activity. 


Where Benjamin Industrial Howlers are Used 


Among the many uses already satisfactorily met by 
Benjamin Industrial Howlers are the following: 


Factory Superintendents’ and Foremen’s calls, 

Signaling the opening and closing hours of labor, 

Tell-tale or warning; for water-tank levels, steam or 
gas pressures, sprinkler system, etc., 

Telephone signals in engine rooms, 

Industrial Fire Alarms, 

Police call systems, 

Burglar alarms, 

Power Stations, calls and signals, 

Traffic warnings for street crossings, 

Railroad crossings, 

Mines, 

Marine signals, 

Draw-bridge signals, 

Municipal fire stations, heavy duty buzzers for the 
dormitories and heavy duty howlers for the ap- 
paratus floors. 


A Peculiar Distinctive Pitch 


Benjamin Industrial Howlers have a peculiar pitch 
and penetrating tone, differentiating them from 


The Benjamin Industrial Howler 


other familiar noises, which makes them most 
effective and satisfactory signals. When the gong or 
vibrating bell, admirable for many purposes, might 
not command attention, the distinctive note of the 
Benjamin Industrial Howler always “gets through.” 


The signal itself is the most important element in 
either a calling or alarm system. Benjamin Indus- 
trial Howlers are so ruggedly made and perfectly 
assembled that infallible performance may be ex- 
pected for years, whether the signals are continu- 
ously in operation or used only intermittently. They 
are always ready and will perform in any emer- 


gency. 


They may be used in connection with telephone 
calling circuits as a support to or substitute for the 
weak telephone bell in departments of industrial 
plants where there is a great deal of noise. The 
response of Benjamin Howler Signals is immediate 
and for this reason they are adaptable to code 
signaling. 

Their first cost is low and their maintenance is less 
than for any other form of signal. 


They operate on either direct or alternating current, 
are made for both single and multiple operation and 
for both indoor and outside locations. 
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The cost of a Ben 
is enal’ 


sively Advertised 

Benjamin Industrial Howlers 
are well-known in industry 
and have been chosen by 
leading cities for municipal 
signal operations. The beau- 
tiful Benjamin Signal Book 
and the Signal Handbook 
have had wide distribution, indus tal 
and the pages of prominent > > Zo 

trade publications have car- 
ried the story of the advan- 
tages of these signals to a 
high degree of acceptance. 


The Big Industrial 
Campaign Now On 


In addition to conspicuous 
advertising in the technical 
and business press, an exten- 
sive direct-mail campaign is 
now being directed to 5,000 


of the leading industrials of 
the country. This consists of 
illustrated and decorated let- 
ters in color and a distribu- 
tion of the new editions, 
beautifully printed, in col- 
ors, of the Benjamin Signal 
Bulletin and the Signal 
Handbook. 


Will Help Jobbers’ 
Salesmen 


Jobbers’ Salesmen will be 
furnished with all of this 
helpful material on request. 


Furthermore, any jobber’s 
salesman who will send the 
company aa list of the princi- 
pal towns which he makes 
will receive in return the 
names of the firms in his ter- 
ritory which will be reached 
by the signal campaign. 
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The Benjamin Reflector 


Sell Benco Sockets 


ANOTHER BENJAMIN PRODUCT FOR THE 
JOBBERS’ SALESMEN TO TIE TO IN THIS CONTEST 


Millions in Use and Places for Millions More of Them. They Stand Up Where Others 
Break Down—That’s the Simple Secret 


With Strain 


&ged, 
f 
set 


Some Recent Trade Paper Advertisements on Benco Sockets 


Benco Sockets are all the year round sellers, and 
one of the staples that keep the Summer curve with 
a hump instead of a valley in its contour. They go 
into new construction of every kind, and wherever 
there is a change over they make their way by sheer 
merit. 


There isn’t a factory, office building or business 
place of any kind in your own neighborhood or 
along your travels but has many, many spots where 
the general purpose all around rugged Benco 
Sockets ought to be. 


Right at this time they fit into the Jobber’s Sales- 
man’s Contest, because we are and have been carry- 
ing on an aggressive campaign bringing them to 
the attention of industrials and contractors. 


Without disparaging the ordinary socket, there are 
industrial services that the ordinary socket simply 
cannot stand and here is where the Benco comes in. 
They are ruggedly made to give service. A strong, 
handsome shell; highly insulated interior and a 


heavy fitting that will stand a wrench when pulling 
up on the pipe thread. Then they have the Benco 
thread which takes either RLM Standard Dome, 
Bowl or Angle Porcelain Enameled Steel Reflectors 
and Shade Holders. 


Three finishes are available, copper and aluminum 
for outdoors and brass for indoors, when appear- 
ance is a matter of prime importance. 


Benco’s are furnished in both keyless and pull- 
chain types. The Benco pull-chain socket is the 
only really weatherproof socket of its kind. The 
chain comes straight down inside the casing. There 
is no opening in the side of the shell to admit moist- 
ure and the straight down pull avoids tilting the 
socket and lamp from side to side. 


Benco’s are always sellers. They are going good 
now and we’re glad to enter them in the contest 
because we feel they can go the distance and carry 


the weight and the fellow who rides them has a big 


chance to win. 


A igl n Industrial CordGrip an, d 
Things 
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FCONOMY RENEWABLE FUSES ARE ENTERED 
/N THE JOBBERS SALESMAN SALES CONTEST / 


ECONOMY 
200 AMPS 
250 V. 


pioneer safe and 
dependable renewable 
fuses offers Jobbers’ 
Salesmen their greatest 
opportunity to increase 
their sales ~ July or 
December - contest or 

no contest. 


ECONOMY FUSE AND MANUFACTURING CO. 
CHIGAGO, U.S.A. 
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TYPE 175 


Six Tubes. Special Music MASTER cir- 
cuit. Built-in Music MASTER Repro- 
ducer. Very selective, long distance, 
splendid tone quality. Solid mahogany 
cabinet in brown mahogany $1 5 
art satin finish. Price ..... 7 


TYPE 400 


Five Tubes. Special super-selective circuit. 
Operated either by batteries or special 
Music MAsTER Battery Eliminator on 
house lighting circuit. Connect with stand- 
ard bell or cabinet type Music MASTER 
Reproducer, or with specially designed 
art model reproducer illustrated. Fren 

Spinet Desk cabinet of solid mahogany, 
beautifully ornamented, in brown 


art satin finish. $400 


Music Master Reproducer. Model XIII 
Drum Type. Specially designed art 
model, illustrated. $ 


TYPE 60 


Five Tubes. Two stages of ra- 
dio frequency, detector, and 
two stages audio frequency. 
Selective, good volume and 
distance. Brown mahogany 


art finish cabinet. 360 


Canadian Prices 
Slightly Higher 


~ Your Prestige 


by handling Quality Radio Merchandise 
of International Reputation backed 
by Aggressive National Advertising — 


A series of radio receivers equaling in 
reception the famous MUSIC MASTER 
quality of reproduction, designed, 
produced, merchandised and adver- 
tised by the self-same organization that 
made MUSIC MASTER Reproducer 


The Musical Instrument of Radio 
—There IS no Substitute 


You can stress the superior merits of 
Music MASTER Receivers with abso- 
lute confidence in their efficiency, and 
with an assurance of responsibility for 
every claim made. Each model is the 
highest type of artcraft furniture, while 
scientific designing and technical skill 
assure the fullest possibilities of Radio 
Reception. 


Ten Models $50 to $460 


Complete range of models from the neat 

cabinet type at $50 to the exquisite Louis 

XVI design at $460. In character of de- 

sign, construction and beauty of finish 

cach set is supreme in its class. In pow- 

ers of reception and quality of reproduc- 
tion there IS no comparison. 


Unconditionally Guaranteed 


MUSIC MASTER is entered in Jobber’s Salesman Contest 


{Music Master Corporation 


Makers and Distributors of High-Grade Radio Apparatus 


Increase 
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MODEL VIII 


Cabinet Type. Solid 
mahogany with 


Increase 


Your Profits 


by Liberal Margins on Large Sales 
Volume based on Merchandising 
Quality and Advertising Co-operation. 


\usic 


RADIO PRODUCTS 


Register as a MUSIC MASTER dealer 
and secure MUSIC MASTER represen- 
tation in your sales area. Aggressive 
merchandising backed by national ad- 
vertising, now, as always, supports 
MUSIC MASTER Dealers. 


superior in Reception: Supreme in Reproduction 
Radio's Greatest Merchandise Value 


MusIC MASTER Radio Receivers are 
built to win—and hold—the confi- 
dence of the growing public interested 
in radio. Of varied type, in a series of 
models to meet every price require- 
ment, they provide a quality of recep- 


tion on a parity with the quality of — y «ni 
MusIC MASTER Reproduction. 


MODEL VI 
14" solid mahogany 
wood bell, cast alumi- 
num tone chamber 
and Standard Music 
MASTER reproducing 


Distributed by Authorized Jobbers 


Modern merchandising and aggressive 


national advertising assure Music Master 
Registered Dealers substantial volume of Price ccccce 30 
steady business on attractive terms. MODEL VII 
Get in touch with your regular jobber, s 
or write us direct, regarding registration 21" wood bell 35 
to handle Music Master in your territory. 
MODEL V 
Sold Only by Registered Dealers ee 
hogany finish 418 
MUSIC MASTER is entered in Jobber's Salesman Contest wood bell. Price 


PHILADELPHIA, 128-130 N. Tenth Street 


Chicago New York Pittsburgh Montreal 
Canadian Factory: Kitchener, Ontario 


MODEL X 


Pedestal Type. Solid 
mahogany. Full float- 
ing wood bell in top 
section. Shaded elect- 
ric bulb concealed 
within case reflects a 
soft, diffused light 


PRODUCTS sereen. Price® LOO 
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Another Cutler-Hammer Developmen: 


The New C-H Convenience Outlets Carefully Designed 
for Better Appearance and Service 


Of the many new C-H products con- for easy handling and quick wiring. Termi- 
tinually being announced to give thetrade nals are located for maximum convenience 
a complete line with unequalled features and built to hold wire tightly at all times. 
. of appearance, safety and economy in in- They are of T slot construction to accom- 

stallation, these new convenience outlets modate all standard attachment caps. They’ 
are typical. are rated at 10A, 250V and carry the ap- 
They are small and shallow—designed proval of the Underwriters’ Laboratories. 


The CUTLER-HAMMER MFG. CO. 
Works: MILWAUKEE and NEW YORK > 
Cleveland Pittsburgh Philadelphia New York Buffalo 
Cincinnati Detroit Boston Milwaukee 


; 
St. Louis 
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tritty Prius Appearance 


The new C-H Convenience Outlets assure 
attractive and easy-to-use installation. The re- 
cessed construction of the Thermoplax face pro- 
vides for easy location of the slots when any cap 
is inserted. Its lustrous black finish and attrac- 
tive design give these outlets a most desirable 
appearance when installed. 


Stronger 


Convenience Outlets 
The insulation material of these new C-H 
Convenience Outlets is a new type of Ther- 
moplax —the cold molded insulation known 
throughout the industry. It has new strength Ler 
for better service and decreases possibility or LRA 


breakage in handling or in installation. ee, 


CH Catalog No. 7920 


WIRING DEVICES 
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MayThe Best Man Win” 


Vacation Time Is At Hand And Here 
Is a Fine Opportunity To Secure 
Money For That Purpose 


Secure a stock list from your sales 
manager and work on each definite 
item in stock. 


Mark your catalogue with net 
prices and quantities, so your quota- 
tion can be given instantly. We will 
make prompt shipment on any items 
not in stock. 


Sell each dealer suitable glass- 
ware for each part of the house, start- 
ing with the ball globe on the front 


oh BUILDING porch and ending in the basement. 
Lane Shore’ Drive at Many small stores are just being 


Oak Street one “oy = 
Pout h apparently in finished and the dealer needs commer- 
tho middle, of 
fox Brides. Mere cial units for them. 
than 1,000 units were 
made by Inland to 
light this beautiful 


structure, Contract Be sure and keep your sales man- 
Elec. Co. 

ager posted on your sales. Somebody 
is going to win the SALES Prize. 


We do not sell to dealers, 


Inland Glass Company 


Chicago, Illinois 
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One of the well-known 


ways of getting a man’s 
interest is to let him 
handle the article. Just 
watch how your pres- 
pect unconsciously 
reaches for a Union or 
Gem Fuse if you take 
one out of your pocket 
or sample case. ~ 


While You’re Winning the Prize 
Win Satisfied Customers Also 


R AKE up every prospect you can think of. 
~ Carry a couple of samples of Union and 
Gem Fuses with you, 


Get the little orders as well as the big ones. 
Make every call count. 


And—here the quality of Union and Gem 


Fuses serves you as well as the user. 


Union Renewable 
— Knife Blade 
Fuses—exception- 
ally strong and 
simple. 65-1 


' You can win the prize for selling the great- 
est number of fuses—and win satisfied custo- Union Renewable 
mers at the same time. pn Ba 

ties up to 60 amps. 


If you haven't the full information you need 
ask your sales manager or write us. 


CHICAGO FUSE MFG. Co. 


MANUFACTURERS OF 


ELECTRICAL PROTECTING MATERIALS 
AND CONDUIT FITTINGS 


1503 W. 15TH STREET 
CHICAGO 


—UNIO 


RENEWABLE FUSES 


NON-RENEWABLE 
FUSES 


give the same effective 
protection in the sizes in 
which they are made. }-— 
Their wide usage gives 
you the opportunity of 
running up a large total 
volume of sales. 


a ‘A 
amps. 
a : 
B> 
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THAT 


Percolator (P 9). 9 
Colonial paneled. List, 
P12, 12-cup, $9.00 


Percolator (P 5). 
Puritan Style. List. $6. 


Sun Heat (130). 


Traveller’s Iron (31). 
Heat. Weight, 3 Ibs. 
List, $4.50 


Glad Iron (61G). With 
Sep. 


Stand. One Heat. aaa 6 Ibs. 


List. $4.5 


~ Cu 
$7. 


6- 


Biggest 
Heater Value on the market. 
13%-in. Bowl. List, $6. 


Because 
gether — the 
double 


sale 


total. 


est investment. 


Redio Iron (161). 


they call 


double addition to your 


One heat. List, $4.00 
Weight, 6 Ibs. 


with these 


| WAAGE WINNERS 


Here's a combination that 
will boost that total of 
yours twice as fast as any- 
thing else—the WAAGE 
3-HEAT IRON and the 
WAAGE REDIO IRON. 


to- 
one effort 


makes 


a 
Waage 3-heat (63A). 


Watts, 170-490-660. 


| Together they form a combination that enables the 
| dealer to cover practically his whole field with the small- 


best. 


It’s a com- 
bination that 
the 


en- 


rouses 
dealer's 
t husiasm 
that makes it 
easy for you 
to make the 
double sale 
and make 
that double 
addition 

your total. 


to 


Get Orders Now 


THE WAAGE 
SUN-HEAT. At- 
tractive appear- 
ance; sturdy con- 
struction; efficient 
performance. Low- 
est price and big- 
gest value of any 
quality heater on 
the market. 
Height 16%”. 13%” 
Bowl. Solid Cop- 
List Price 


For Fall Business 
Immediate Delivery—September Dating 


2110 Young St., Dallas, 


6 Reade St., New York 


WAAGE ELECTRIC Co. 


Tex. 


WAAGE WINNERS 


The famous WAAGE 3- 
HEAT, the iron that saves 
the user $50.00 per year 
in labor alone, the only 
iron on the market with 
3 distinct heats, for those 
who want nothing but the 
The WAAGE 
REDIO SINGLE HEAT 
for those whose chief con- 
cern is price. 


5100 W. Ravenswood Ave., 
1622 W. 16th St., Los Angeles, » 


Ww 6% Ibs. 
List,” $6.95 


Curling Iron N 
380A. D 
Handle. 


Don’t forget 


the rest of . 
the WAAGE 
line, either. 
They're all 


high quality, 
p rofitable 
it ems that 
are quick 
and easy to 
sell. Just 
push them 
and you'll 
find that to- 
tal shooting 
up to the 
skies. 


Repairall 
(1E6). 
heat irons. 


101-7 


Plug, Guard and 


Redio Iron (161). One Heat. with Sep. Stand. 
List, $4.00 


Waage 8-Heat (63A). Weight, 
Watts, 170-490-660. 
List, $6.75 


etachable Plug 
List, $2.50 


Size, 11x14. 
List, $8.00 


0. 516A and 
in 


all Heating Element 
For most all single- 


List, $1.40 


Triple - Heat 
m Warming Pad 


(H-P.3). 


| 
i} : 
1 i 2744 
| Waffle Iron (W1). 6% Diam. 
‘ Ss os ° 
N por 
Percolator (88). 8 cup. 
| 
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WE CAN HELP 
YOU 


WIN A / 
PRIZE: 


You Can’t Lose 


By entering the “U. S.” Royal Portable Cord Sales Contest, you can ac- 
complish three things—gain more satisfied customers—build up a steady and 
profitable volume of sales on a really superior product—and you can win the 
prize. 


Satisfied customers are gained by selling them, the kind of products that 
bring no complaints from their trade—“U. S.” Royal Portable Cord has never 
yet failed to please—a popular product means a large volume of trade. 


You can easily win the prize if you know our product and tell your cus- 
tomers about it. The main points to remember are:—“U. S.” Royal Portable 
Cord is Tough—Flexible—Non-absorbant—Dependable. Its way in the lead 
of the market. You can sell it. Carry a sample with you, it will help you win. 


> 


United States Rubber Company 


1790 BROADWAY NEW YORK CITY 

COMPLETE STOCKS CARRIED IN THE FOLLOWING CITIES: 
Atlanta Cleveland Minneapolis Rochester _ 
Baltimore Columbus New Orleans Salt Lake City 
Birmingham Denver New York San Francisco 
Boston Detroit Omaha Seattle 
Buffalo Houston Philadelphia Spokane 
Chicago Indianapolis Pittsburgh St. Louis 
Cincinnati Kansas City Portland, Ore. Syracuse 


Also makers of “U. S.’? Paracore Wires and Cables 
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Electric Appliance Co. Majestic 


is better than any Speaker of the market 


See Us at the — 
Radio Shows 


NEW YORK 
Booth 35—Section D 


CHICAGO 
Booth 8—Section K 


Over 300 other jobbers 


MODEL WG-10 
throughout the countr 
- ail Price 
have similarly expressed market regardless of price. 
even in If you have not tested out a 


$20.00 


Their verdict is that the new sample today. We expect to 
Majestic is the best loud close our jobber list for 1925 
speaker proposition on the within sixty days. 


4942 
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FLASH LIGHTS FLASH LIGHTS 


BATTERIES 


This product is 
entered in the 
prize contest for 
July. The Jobbers 
Salesman will give 
a $25.00 prize to 
the salesman sell- 
ing the greatest 
quantity in July. 


See inside front 
and inside back 


covers. 


BATTERIES 


EVEREADY HOUR 
EVERY TUESDAY 
AT 8 P. M. 
Eastern Standard 
Time 


For real radio en- 
joyment, tell your 
customers to tune in 
the “‘Eveready Group.’” 
Broadcast through— 
WEAF New York 
Providence 
WEE! Boston 
Wri Philadelphia 
Buffalo 
WCAE Pittsburgh 
WEAR Cleveland 
Cincinnati 

Minneapolis 
wcco {St Paul 
WOC Davenport 


Novel flashlight rack made sales jump 


Down in Baton Rouge, La., the 
Stroube Drug Company has a 
rack originally built to display 
magazines. Mr. Stroube hit upon 
a novel idea and stocked the rack 
with Eveready Flashlights, Bat- 
teries and Lamps. Arranged a 
nice display and featured Ever- 
eady Flashlights in the store’s 
advertising. 

His confidence in Eveready as 
a business-builder was repaid with 
immediate and astonishingly prof- 


itable results ... . flashlight sales 
increased 500 per cent! 

Shows what a little ingenuity 
will do for the profitable Ever- 
eady line. Makes it pay even 
more handsome profits. Keep on 
the alert to suggest novel sales 
and display arrangements to your 
dealers. Push Eveready window 
displays and other selling helps. 
It will pay you in bigger profits 
on all Eveready products, and 
also in making better customers. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc., New York — San Francisco 


Atlanta Chicago 


Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 
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Enter “The Jobber’s Salesman’s” Summer Sale Prize 
Contest. Ask your sales manager. This advertisement 
puts you in the running to win a $25.00 prize for July. 
Carry one of our sample units as shown here and win on 
Dictograph’s Products. 


Get our special proposition from your sales manager. 


FURNISHED FREE 


The Pole Shoes—showing the 32 laminations of special formulae 
steel. Each strip thoroughly insulated. Eliminates Eddy cur- 
rents and distortion at varying frequencies. 


The Bobbins—wound with 44 gauge enameled wire. Over 6,000 
turns to the spool. Reduces energy loss to a minimum. In- 


creases sensitivity. Total resistance 4,000 ohms. ACTUAL SIZE OF UNIT 
This unit with dust proof cover of mica shows the magnet as- 
NOT FOUND IN ANY OTHER visible to the eye; yet a variation of only 1—1/1,000th of an inch 


The precision workmanship as shown by this sample unit is the reason why your deal- 
ers have no trouble with “‘Come Backs” for repairs. They can depend on each Dicto- 


grand being uniformily excellent. 
WRITE DIRECT TO US FOR FURTHER DETAILS 


DICTOGRAPH PRODUCTS CORP. 


220 WEST 42ND STREET NEW YORK CITY 


~ 
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What Makes Armored Conductor Good? 


Strong Insulation! Flexible Armor! 


These selling points will help you win a prize 


RAFLEX 


Reg. U. S. Pat. Off. 


Has Both nce 


GOOD RUBBER 
A thick wall of toug! 


rac 
ty 
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COTTON YARN 
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TUBULAR WOVEN FABRIC COMPANY 


Pawtucket, R. I. 
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and A SQUARE DEAL 


Prize Winner 

Your extra efforts put forth on 
*Ettco non-metallic flexible con- 
duit will build for you a win- 
ning quota during this Jobber’s 
Salesman Prize Contest, and 
also a host of satisfied custom- 
ers which means an inestimable 
prize in future business. 


2s 
tA 


You can take pride in selling Ettco 
Non-Metallic Flexible Conduit, for it 
is a combination of high grade mate- 
rials, and skill in manufacture. 


*The $25 prize for July is to the sales- 
man selling the greatest amount of 
Ettco Non-Metallic Flexible Conduit. 


EASTERN TUBE AND TOOL CO. 
Brooklyn, N. Y. 
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o. 502-D 
24x67" 
2 Dozen 


No. 2607—24” 
2 Dozen 


No. 2208—214"x814” 
2142 Dozen 
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No. 510-D-703 


No. 2619-D-645-L. 


2 TVs 
vs 


No. 510-D- 570 


244" x7 
2 Dozen 


BOUDOIR SHADES 


MR. JOBBER: 


Dealers are insisting on having practical and artistic shades with attractive decor- 
ations, price right—packed right—in cartons meaning comfort in handling—lower 
freight costs—no breakage. 


Special study has been made of today’s demand of the housewife for beautiful 
shades to assist in harmonious furnishings and to eliminate glare. Working faithfully 
to that end, we have prepared this beautiful line which means for you a quick turn- 
over and a good profit. 


Each item illustrated on this page must be in your stockroom ready for immediate 
delivery as your dealers will sell more if deliveries are promptly made. 


These decorations are uniform and the glass is of the same weight and density— 
something you have been unable to obtain heretofore. 


This is a splendid opportunity to offer your trade a new complete line of decorated 
shades attractively priced and all that is required of you is a complete stock order— 
a liberal quantity of each item. 


REMEMBER! THIS LINE IS SOLD TO JOBBERS ONLY. 


When it comes to staple items, reflectors, Ball Globes, Bell Shades and other staples, 
bear in mind that all our ware is HAND-BLOWN, insuring uniform weight and 
density and not to be compared to machine made. 


The ‘‘2200 LINE” of reflectors is unsurpassed for beauty, reflecting quality and 
correct diffusion of light. 


Your dealers, sales-force and stock clerk will appreciate the way we are merchan- 
dising reflectors—six sizes—conveniently packed in cartons and priced to insure 
volume business. 

SEMI-FLARE TYPE FLARE TYPE 
No. 2218—214x8\4”—Packed 2 doz. No. 22092122914 
No. 2211—2'4x11” —Packed | doz. 


ALL FITTERS ARE 21%4,-INCH 
Our “5000-LINE” of NITROGLAS units insures your success on all commercial 


unit installations. 
The Jefferson Line is entered in this Contesi 


THE JEFFERSON GLASS COMPANY 
FOLLANSBEE WEST VIRGINIA 


OF BOU DOIRS ana TORCHI ERES 


obbers trade 


= 
a 
214” x6%" 
2 Dozen 
No. 502-D-742 
|| = 
wii 2 Dozen 
No. 508-D-626 : 
244"x7%" 
2 Dozen 
No. 506-D-638 
2 Dozen 
: 
4 
She JEFFERSON QUALITY LINE 
Cfor the J 
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Light 


IGHT is the most wondrous gift of God to man. It is on ladders 
of light that men have climbed to the summit of culture and 
civilization. It is ight which has shown us the splendors and the glor- 
ies of the little planet upon which we live, which has lit a path over 
nameless oceans to fertile and unknown lands. A gleaming point of 
light in yonder sky tells us of the great star Sirius and that single ray 
is laden with the secrets of the great sun which gave it birth. Civil- 
ization had its beginning, millions of years ago, when man first lifted 
up his eyes to marvel at the stars. . 


Without light, earth were a morass, full of fearsome and trembling 
beings, shuddering in the dark. No visions, then, of rosy tinted dawns, 
of flaming comets, hurrying in the dark, no smile that ever we could 
see upon the faces of the ones we love. 


But light is here, thank God, and life and love, and wondrous 
things and pleasant lands to see.. We note the heaving bosom of the 
sea, the gleaming sails of trim and speedy ships, the road that 
stretches far and wide before—and all because there’s light. 


So your work is full of dignity, you who deal with light. In the 
fascinating story of mythology, when the gods still dwelt upon the 
summit of Olympus, Hyperion was King of Light. And when, in our 
laboratories here, we had perfected, after years of arduous persist- 
ency, the most efficient lighting glass ever developed, it was only 
fitting that we should name the new king after him who had reigned 


before. 


Hyperion Glass IS Superior Glass 


GILL GLASS COMPANY, inc. 


AMBER AND VENANGO STS., 
PHILADELPHIA, PA. 


Vhe HY PERION Line Of Glassxcare Entered In This Contest 


| 
; 
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c Announcing 


the Balkite Trickle 
and the new Balkite“B” at $35 


he Balkite Trickle Charger 
Charges both 4 and 6 volt Radio 
“A” batteries at about .5 amperes. 
With a lowcapacity storage battery 

es possible a very economical 
installation for sets now using dry 
cells. Will furnish more current 
than is used by 6 dry cell tubes, so 
that if the charger is used while 
the set is in operation, it need be 
used at no other time. If allowed 
“trickle” charge continuously 
will also furnish enough seq 
for 8 storage battery tubes. Size 544 
in. long, 2% in. wide, 5 in. high. 
Current consumption less than 
that of a 10 watt lamp. Operates 
— 110-120 AC 60 cycle current. 
especially 
oie or use with this charger 
are being off by practically all 
— battery manufacturers this 
all. 

Reputable manufacturers are 
also offering this fall for use with 
this charger special switches which 
turn on Balkite “B” and turn off 
the charger when you turn on your 
set. This makes the current supply 
for both “A” and ‘‘B’’ circuits 
automatic in operation. 


Price $10 
West of Rockies, $10.50 


é Balkite Batter y Cha rger 
The most popular battery charger 
on the market. It can be used while 
the radio set is in operation. If the 
battery should be low you merely 
turn onthe charger and operate 
set. Charging rate 2.5 amperes. 
erates from 110-120 AC 60 cy 
current. Special model for 50 cycles. 


Price $19.50 
West of Rockies, $20 


BALKITE BATTERY 


The Balkite Battery Charger is today the most popular 
” charger on the market. It is the only charger commonly 
used while the set is in operation. Balkite “B” II is also 
well known. It replaces “B” batteries entirely and sup- 
plies plate current from the light socket. It was the out- 
standing development in radio last year. 


We now announce the Balkite Trickle Charger at $10. 
This low-rate charger is especially adapted to use with 
sets of relatively low “A” current requirements—dry 
cell sets and storage battery sets having a small number 
of tubes. Owners of dry cell sets can now make a very 
compact and economical installation with a Balkite 
Trickle Charger and a low capacity storage battery of 
the type being offered by leading battery manufacturers 
this fall. 

We also announce at this time the new Balkite “B” at 
$35. This new model is specially designed to serve sets 
of five tubes and less. It fits in your present “B” battery 
compartment. 


Notseless—No bulbs—Permanent 


All Balkite Radio Power Units are based on the same 
principle. All are entirely noiseless in operation. They 
have no moving parts, no-bulbs, and nothing to adjust, 
break or get out oforder. They cannot deteriorate through 
use or disuse—each is a permanent piece of equipment 
with nothing to replace. They require no other attention 
than the infrequent addition of water. They do not in- 
terfere with your set or your neighbor’s. Their current 
consumption is remarkably low. Theyrequire no changes 
or additions to your set. They are guaranteed to give 
satisfaction. 

An “A” battery, a Balkite Charger and a Balkite “B” 
constitute the most advanced power equipment on the 
market, one that is economical, unfailing in operation, 
and eliminates the possibility of run-down batteries. 


Manufactured by FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


FANSTEEL 


Rad; 
Pie ower Uni 


BALKITE 


BALKITE 


Balkite “B” 


Eliminates “‘B”’ batteries. Supplies 
plate current from the light socket. 
Operates with either storage bat- 
tery or dry cell tubes. Keeps ““B”’ 
circuit always operating at maxi- 
mum efficiency, for with its use the 
plate current supply is never low. 
Requires no changes or additions 
to your set. No bulbs—nothing to 
replace. Requires no attention 
otherthan adding water about once 
a year. 

A new model, designed to serve 
any set of 5 tubes or less. Size 8%” 
long, 8” high, 34" wide. Occupies 
about same space as 45 volt dry “*B”’ 
battery. Operates from 110-120AC 
60 cycle current. 


Price $35 


Ball D 


The most outstanding develop- 
ment in Radio last season. Same as 
the new Balkite “B” but will fit any 
set including those of 10 tubes or 
more. Current capacity 40 milli- 
amperes at 90 volts. Size—9" high, 
6%" wide, 7%" deep. Operates from 
110-120AC 60 cycle current. Spe- 
cial model for 50 cycles. 


Price $55 


Tested and Listed as 
Standard by 
Underwriters’ Laboratories 


BALKITE 
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} % HP. 220 V. AC. 
MHP. 220 DC. 


MAXIMUM 


MOTOR RATING 


No. 2221 
Outside dimensions of 
Box—4” 1., 25” w., 13/16” d. 
Surface Type, Galvanized 
Finish ‘‘Indicating” 


Amp. Pole Volts List 


All of You Salesmen 
_ Can “Clean Up” on this 


Tumbler 


Type 


J. S. here’s a new motor starting switch of the tumbler type that you can 
sell for use with fractional horse power motcrs and on heavy duty lighting 
circuits. 


The switch is very inexpensive and will be unusually easy for you to sell 
in large quantities for it can be classified as a specialty. More than a 
thousand of these switches were sold even before we had started production. 
This will give you an idea of the popularity that will bé its throughout the 
industry. 


Talk up these points on this new switch: 


20 


d.c 


146” and 3%” knockout in each end. 14” knockout each side in 
both top and bottom of rear. 


Very rugged construction and has successfully stood tests in ex- 
cess of its listed rating. 


Box has special galvanized finish preventing rust and presenting a 
particularly neat appearance. 

There is ample room for wiring. 

The handle or lever is protected by a heavy steel guard. 


Holes are placed in each side of the guard for locking the 
handle “on” or “off.”” Padlock or seal can be used. 

It is equipped with an indicating ‘‘on” and ‘“‘off’’ dial. 
Particularly adapted for use on all kinds of small motor-driven 
machines as it can be mounted as a unit with the machine; 
automatic apparatus such as oil burners, ice machines, either for 
control or as a positive disconnect; on heavy lighting circuits. 


Discounts—Trumbull Schedule C. 


amp. 250 v. 30 amp. 125 v. 2 pole only for single phase or 


Let’s go after business on this new “‘Circle T’’ Safety Switch. We'll get 
it and that prize too. Let us help you—tell how best we can. 


THE TRUMBULL ELECTRIC MFG. COMPANY 


PLAINVILLE, CONN. 


New York Chicago San Francisco 
114 Liberty Street 2001 W. Pershing Road 595 Mission Street 
Boston Philadelphia Jacksonville, Fla. 
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KESTER 


ROSIN-CORE 


ad 


VERY day in the week—not only in a Kester Radio Solder 
contest—Kester Radio Solder starts an Display Carton 
order on the books. Why?—because Kester Ten Ib 
Radio Solder, being that of Rosin Core, has each containing a 
the approval of the leading Radio engineers core solder flat or rib- 
and manufacturers—is well advertised— bon type are packed to 


the display carton. Ten 


needs frequent replenishing of stock, and cartons (100 cans) to 

carries a clean profit. This solder starts the case. Advertising 

orders for the entire Kester line. leaflets enclosed in each 
carton. 


Kester Solder with either rosin or acid flux 
can be furnished in several different 
gauges. Rosin Core standard No. 5 is about 
#y” in diameter. Acid Core standard No. 
3 is about 14” in diameter. Kester Rosin 
Core Solder, recommended for delicate 
electrical and radio work, comes on l, 
5, and 10 pound spools and 18” sticks in 
5 pound boxes. Kester Acid Core Solder, 
used extensively in house wiring and gen- 
eral work, is put up on 1, 5, and 10 pound 


spools. Kester Metal Mender, the small Chicago Solder Co. 
package of Kester Acid Core Wire Solder, 


is put up the same as Kester Radio Solder. 
Gentlemen: Sure I want to 
win this contest—send me 
your sales helps (catalog 
sheets, leaflets, etc.) on 
Kester Solder. 


Let Kester help you win this contest. Send 
coupon for sales dope. 


CHICAGO SOLDER COMPANY 
4251 Wrightwood Avenue 
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The HUBBELL 


converts a single outlet into a duplex. 


Provides that extra outlet No. 7010 
needed for the fan with tandem blades 
No. 7035 
with parallel blades 


Dealers will welcome 
this suggestion 


Show them how the Hubbell Twin Te-Tap 
makes fan sales more profitable! 


Point out that most fan customers overlook 
the question of available outlets. Many must 
resort to improvised connections in order to 
put their fans into use. 


Suggest that they show their fan customers 
the Hubbell Twin Te-Tap—how it quickly 
and easily converts a single outlet into a This counter display 
duplex. card sells them! 


Get your dealer customers to sell Twin Hubbell Twin Te-Taps 
come to you ten on a card 


Te-Taps along with fans. They’ll welcome —all “ready "to display on 
the extra profit—and your Twin Te-Tap _ your counter. 


usiness will grow. ; 
b ST This card shows at a 


glance the utility of this 


HARVEY HUBBELL new device and how neat 


ELECTRICAL WIRING DEVICES and compact it is. 


BRIDGEPORT CONN. U.S.A. 


NEW YORK, N.Y. CHICAGO, 
Remember its the TeSlots, that make outlets'Convenient’ 


at 


7 


win TeTap 
Ore 
: Gi HARVEY HUBBEL Inc 
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“RACO” Set-up Box 


U. S. Patent 
March 18, 1913 


‘“Raco” Bar Hangers’ are well known 

among your contractors and wiremen 
“RACO” HB Straight Bar Hanger and Stud trade. Our advertising and the bar 
Carries any style of Ceiling Box and may also be used itself have created a multitude of en- 
thusiastic users. Because of these con- 


ditions you'll experience little difficulty 

PN re, in winning over scores of men to the 

““Raco” Bar Hangers 
“RACO” HS Shallow Offset Bar Hanger and Stud gers. 


Offset is of correct depth to bring 1%” deep Outlet Box 
flush with surface of plaster. 


Step Out and Win the “RACO” Prize 


Bring out these points in your sales 
\ talks on ““Raco”’ Bar Hangers. | 
The new “Raco” Bar Hangers sub- 
“RACO” HD D Offset Bar H d Stud . 3 
stitute for the old-fashioned methods a 


Offset is of correct depth to bring 1%” deep Outlet Box 
and Plaster Ring flush with surface of plaster. ° k h 
quicker, cheaper way to hang outlet “ 
boxes. 


ee For every type of installation there 


Adapted for use with 1%” deep Outlet Box fitted with isa Raco Bar Hanger which requires 
P 


only nails, hammer and an instant’s 
time to attach. 


““Raco”” Bar Hangers will minimize 
for your trade the profit consuming 


delays on this type of work. 


Step out and talk “Raco”’ and win 
the ‘“Raco” prize. Here’s luck to you. 


Showing RACO “MC” Box 
for BX Conduit with clamps 
deep. 


ROACH-APPLETON MEG. COMPANY 


(.. 3982 BARRY AVENUE, CHICAGO, ILL. 


- New York Offices and Warehouses Philadelphia Offices Boston Offices and Warehouses 
| 38 Murray Street 30 Bank Street 42 Binford Street 
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Easy Sell 


because it is 


The many superior qualities inherent in 
Paranite Rubber Covered Wires and Cords 
are certain to make you a prize winner 
if you talk them at every opportunity. 


INDIANA RUBBER AND INSULATED WIRE CO. 
JONESBORO, INDIANA 


Its “A RANITE Right 


% 
‘Sz 
ADE = Well 
= 
~ 
CHICAGO LOS ANGELES KANSAS CITY NEW YORK 
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For Some Energetic 
Jobber’s Salesman 


There’s prize money awaiting the jobber’s salesman who sells 


the most Hemingray Glass Insulators during July. 


You can sell Hemingray Glass Insulators. 


Because 


They have a reputation for quality that has been earned. 


Their efficiency has been establishd over many years of long and 
satisfactory service. 


They combine the qualities of durability, uniformity and low 
cost. 


They are known universally to the trade. 
They are immediately available for prompt shipment. 


They are particularly suitable for all low and medium voltage 
lines ranging from 2300 to 15000 volts. 


You Can Win If 


YOU give Hemingray Glass Insulators your special attention dur- 
ing this campaign. 


HEMINGRAY GLASS COMPANY 


Offices and Factories 


Muncie, Indiana, U. S. A. 


Est. 1848 Inc. 1870 


| 
| 
| 
f 
| 
‘LAS 


68 THE JOBBER'SfA)SALESMAN 


“FOUNDED ON THE BELIEF THAT THE SALESMAN OF “FHE 
JOBBER IS THE MOST IMPORTANT MAN IN THE INDUSTRY.” 


Neh 


) 


other ARROW Product 
Surface Switch Current Tap and Pilot 


This device pre- 
vents accidents 
and safeguards 
property. It is 
suitable for 
laundries, kitch- 
ens or wherever 
it is important to 
know when the 
currentison. The 
switchcontrolsboth 


Partial view showing 
candelabra lamp base 
as furnished on Nc. 467. 


No. 467 is not 
made by insert- 
ing an adapter 
in the lamp 


the pilot light and base of No. 466. 
the current tap. It is a perman- 
When the switch is entlyassembled 


unit necessita- 
ting the use of 
a candelabra 
base lamp as 
pilot light and 
prevents over- 
loading by 


“off” everything is 
dead. The pointer 
handle serves as an 
additional safeguard to 
indicate whether the 
current is open or closed. 
It cannot vibrate loose or 


get lost. using this as a 
No. 466 and No. 467 current outlet. 
Schedule H 
Cat. No. | List Price | Std. Phe. 10 Amperes — 250 Volts Dimensions | Sqrow Hole | pus. Wet.| Carton 
466 | “$1.50 | 10 | With Medium Lamp Base 4x5% 1x3 28 1 
| 150 | 10 | With Candelabra Lamp Base 4x 5% 3%; 28 1 


May be mounted on 2-gang switch box. Suitable for cleat, concealed or molding work. 


THE COMPLETE ARROW LINE 
ENTERED IN THIS CONTEST 


THE ARROW ELECTRIC COMPANY 
HARTFORD, CONNECTICUT 
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PATENTED 


CLIP ’EM OFF, NAIL 
"EM UP—IT’S DONE 


ANY STYLE BOX CAN BE USED WITH 
THE KRUSE. 


Does not interfere with conduit pipes, 
cable or wire; made in two sections for easy 
installation on all work. Can be used between 
studdings for side outlet boxes, as the two 
lower sections may be made into an adjust- 
able bar which extends from studding to stud- 
ding. The bolt fastens the box and at the same 
time clamps the bars together and lath holder 
in place. 


PATENTED 


Fitz-M-ALL 


OUTLET BOX HANGER 


MUNCIE 


SWITCH BOX SUPPORTING STRIPS 


OUTLET BOX HANGERS 
WILL MAKE YOU A PRIZE WINNER! 


Here's the line of switchbox supporting strips 
and outlet box hangers that'll earn you a prize— 
it’s easy to sell. 


This line already has a wider distribution than 
any other line of its kind. Contractors and wire- 
men know both the Kruse and Fitz-M-All— 


that’s why you can cash-in on them. 


The Kruse Switch Box Supporting Strip is a 
packaged product that comes in 1614” lengths. 
Soft metal, easily snipped. Lath ends enter 
holder easily without whittling and the short 
pieces can be used without waste. Saves hours 
of time, both yours and your contractors’. 


The New Fitz-M-All Outlet Box Hanger was 
designed by a practical electrician, who has stud- 
ied the requirements of wiremen for years. This 
simple device can be used with equal results on 
old or new work with either conduit, loom or 
armoured cable. Can be positioned up or down 
for deep or shallow boxes in or out to the exact 
position desired. Base bolts to any make box. 
Lower part of hanger is slotted permitting bolts 
to go through it and connect direct to box. Can 
be used between studding. Packed 50 to a 


carton. 


MID-WEST METAL PRODUCTS CO. 


INDIANA 


| 
— 
| 
| “4 
\ 
? 
Ko 
VA | 
a 
* 
Ne 
| i 
| 
| 
) 
4 
~ 
@ 
| 
la 
~ | 
a 
> 
(‘a 
i“ | 
e 
= 


THE 


“FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE 
JOBBER IS THE MOST IMPORTANT MAN IN THE INDUSTRY.” 


SQUARE 


& | 6 | 


We h 


l bler 


you 


Style Feature *« Works Feature 


STYLE in the popular Square 
Handle; Style in the particular de- 
sign of the H @H Square Handle. 


It’s shaped so the plate will always 
fit trimly, even when the switch is 
not mounted ‘‘just Workman- 
like neatness, without slowing up 
the work. 


Indicating handle; white lettering 
for ON and OFF. And not the 
least thing of value in the lettering 
is the H@H mark—for what that 
indicates in a wiring job. 


us a line today. 


These are features that GO with your customers: —‘‘Looks” 
and ‘‘Works”— you find them easy to demonstrate. If you 
haven’t full-line catalogue data on 8601 SQUARE, drop 


THE HarT HEGEMAN 
HARTFORD, CONN. | 


BACK of the H@&H Square Hand- 
le—the balanced movement of “8601 
Tumbler,” smoothest and quietest 
of lever-actions. 


Most durable mechanically, most 
positive electrically of any “‘works” 
in a shallow tumbler. Puts the 


user in touch with Quality he can 
feel. 


Costs your customer no more than 
switches with no feature but handle. 
Competitive price, with something 
extra to take his job out of the price 
class! 


“THE SWITCH WITH THE 
BALANCED MOVEMENT | 
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UARE p 


2ty Switch 


It’s always safe and profitable to put sales 
effort behind a leader, for to reach leader- 
ship in its field, a product must have two 
things—quality and reputation. 


Square D’s leadership among safety 
sw:tches rests securely upon a foundation 
of more than 3,000,000 satisfactory in- 
stallations, in homes everywhere and in all 

branches of industry. Jobbers and dealers 


handling Square D, salesmen selling 
Square D, have the 

advantage of this 


prestige in addition to 
the known quality and 

serviceability of the SELL S Q 
product itself. 


PRIZE CONTEST 


Square D switches are widely advertised 
in the electrical trade publications and in 


the national magazines. 


To the salesman selling the most Square 
D switches in the month of July ‘The 
Jobbers Salesman’”’ will give a cash prize 
of $25, with a like prize for the winning 


salesman in the month of August. 


Here is an added in- 


a ine ducement for a spe- 


cial effort during these 
two months to push 
Square D switches. 


E 


SQUARE D COMPANY, DETROIT, U. S. A. 


FACTORIES AT DETROIT, MICH., PERU, IND. i 


SQUARE D COMPANY, CANADA, LTD., WALKERVILLE, ONT. ; 
BRANCH OFFICES: Toronto, Montreal 
BRANCH BRANCH 
OFFICES OFFICES 
Boston Cleveland 
New York San Francisco ' 
Pittsburgh Los Angeles t 
Philadelphia New Orleans 
Cincinnati Indianapolis 5 
Minneapolis Kansas City 
Syracuse Chicago : 
St. Louis Baltimore 


Buffalo 
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Contest cAugust 


Much of the Work You Do in July 
Will cAlso Increase Your Chances 
of Winning a Prize Next Month 


HE JOBBERS SALESMAN 

“Summer Sales Prize Con- 
test” will be repeated in Au- 
gust under exactly the same 
conditions as in July, except 
that the manufacturers whose 
products will be eligible for the 
August Contest will be those 
using a Contest “Insert” in the 
August issue. 

Any salesman not already 
entered may now be entered 
for the August part of the 
Contest. If you have misplaced 
entry blank send for another 
now. 
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Use the 


The More Your Dealers and 
Contractors Sell, the Greater Your 
Chances of Winning a Prize 


pow on the next page 
are a number of sales ideas 
or stunts that have been suc- 
cessfully used by dealers and 
contractors. One or more ap- 
plies to every line of products 
eligible in the July “Summer 
Sales Contest.” Wherever pos- 
sible, get your dealers and con- 
tractors to put some of them 
into effect and increase their 
sales. In many cases this will 
be a service which will enable 
you to “get the order now” 
from your dealer. 
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Sales Ideas for Your Dealers 


One or More of These Sales Stunts Applies to Every Line of Products Eligible 
in the “Summer Sales Prize Contest”—Try to Get Your Dealers 
and Contractors to Use Them to Increase Sales, Thereby 
Bettering Your Chances to Win a Prize 


Bonus System For Wiremen 

A company in Brooklyn employs a large 
number of wiremen and helpers. A bonus 
is paid them of one-half of all the profits 
above a certain percentage. A debit and 
credit is kept of each wireman and helper 
and a note made at the end of each week 
of any additional cost or saving which 
may have occurred on a job as a result 
of each employe’s work. This record 
then becomes a factor in figuring his share 
of the bonus. 

All of the men are doing their best in 
pushing the business in the direction of 
net profit in which all have a share. New 
jobs are constantly being secured by them 
which requires armored conductors, con- 
duit and conduit boxes of all kinds, switch 
box and outlet box supports and hangers. 

Suggest this idea to your dealers. If 
they will make it worthwhile for the men 
to keep on the lookout for new jobs their 
sales and your sales on wiring and wiring 
devices will be improved tremendously. 

* * * 


Selling Solder 

One of the best ways for a dealer to 
improve his sales on solder is to make up 
a “slip-shod” example of poor connections 
in a radio set, and another set showing all 
connections neatly soldered. Place these 
sets side by side in the window with a 
suitable card drawing attention to the 
difference between them. 

Give your dealers this suggestion for 
during the vocation period many boys are 
working on sets for the Fall, and the idea 
will appeal to these young workmen. 

* * * 


Moving Radio Parts 
An enterprising dealer sends out a sales 
letter to all his customer and prospects 
whenever he takes on a new line of parts. 
He announces a demonstration in_ his 
store on a certain evening and invites all 
to come and see how the new item works. 
Radio accessories such as chargers, etc., 
are also demonstrated and the results are 
very satisfactory. Tell your dealers of 
this sales promotion idea. 
* * * 


A Profitable Sample Panel 

A New York dealer made up a series 
of panels of good appearance and ‘con- 
struction with a glass front. Mounted on 
the panels were flush, surface, push but- 
ton, and pendent switches, plugs, recep- 
tacles, and sockets, in fact, samples of 
most every wiring device. 

When figuring on a job, he would have 
his prospect come into the store if pos- 
sible, and show him just what he proposed 
furnishing. When the prospect could not 
visit the store, the dealer would take out 
to the prospect one of the panels covering 
the particular requirements. 

This idea increased business, for the 
dealer with something substantial to show 
had an excellent start on his competitors 
who used a catalog or just their figures 
only when going after a job. 


Approaching Industrial Plants 

A great many jobbers’ salesmen are se- 
curing a big “slice” of their yearly busi- 
ness from industrial plants. The engineer 
is always ready to look at a new product 
which will lighten his burden of replace- 
ments. Sockets are available’ for this 
purpose, which are especially designed 
for the hard service required of them in 
industrial plants. Samples can be carried 
and easily presented to the engineer for 
inspection and test purposes. 

Another field open in industrial plants 
is the demand for industrial signals which 
have a pitch and tone quality different 
than the familiar noises in the plant. Calls 
come for these signals for opening and 
closing of hours of labor; for warning 
purposes; fire alarms, and many other 
uses. ‘The prospects are many and as 
the demand is already there it does not 
take much sales effort to secure the busi- 


ness. 
* * 


Boys to Sell Batteries 

How often the expression is heard, “The 
bell is out of order, I must get some new 
batteries,” or, “The radio isn’t working, I 
need new batteries.” There are potential 
customers who need a little urging and 
some personal attention. School boys, 
make excellent salesmen going from door 
to door, inquiring about the condition of 
the bell and the radio batteries. Dealers 
can employ these boys to advantage. 

* * * 


Flashlight Floodlighting 
A successful selling drive on flashlights 
was staged by the darkened show window. 
A sample was mounted like a cannon on 
a base to stand on a flat surface. The 
light was then connected through a trans- 
former to the lighting circuit so a flasher 
could be used. If steady light is desir- 
able, two dry cells in series may be con- 
nected to furnish the current. In either 
case one wire is soldered to the base of 
the flashlight lamp, the other to the case. 
The shaft of light is then trained on a 
sign. All other lights in the store and 
window are then turned off giving the de- 
sired floodlight effect. This stunt will sell 

flashlights and flashlight batteries. 


* * * 


Campaign on Convenience 


Outlets 

Running a different advertisement each 
day for five days, one dealer covered the 
subject fully under the titles “What,” 
“Why,” “Where,” “How” and “How 
Much.” ‘The result was a perfect under- 
standing by many people who did not 
know before of the character cost, ad- 
vantages and possibilities of the conveni- 
ence outlet. 

The first advertisement “What?,” 
treated of the size, shape, durability and 
purpose, mentioning finishes and_ illus- 
trating several styles. The second, 
“Why?,” dwelt on unsightly cords hang- 
ing from chandeliers or wall brackets, the 


monotony of screwing and unscrewing the 
plugs and the increased utility of appli- 
ances possible. The third question, 
“Where?,”’ was answered by pointing out 
the different locations such as baseboard, 
floor, wall, table, etc, where the device 
had proved so welcome. The fourth les- 
son, “How?,” covered the ease of installa- 
tion without damage or detracting from the 
appearance of the home, method of bring- 
ing the wires to the different locations, 
and how to get maximum benefit from 
use. Fifth and last, “How Much?,” 
brought out the different styles and loca- 
tions with direct reference to cost of in- 
stallation. ‘This advertisement showed il- 
lustrations and prices of the standard 
round and rectangular outlets up to four 
gang, including miscellaneous cord con- 
nectors and table outlets directly allied to 
the built-in variety. In addition the last 
advertisement contained a direct bid for 
a call or consultation. 


* * * 


Fuse Shelf 


One dealer when installing panel boards 
always built a small shelf beside the board 
that would hold an extra set of fuse plugs. 
Beside it he would put a label reading: 
“For emergency, keep on hand on this 
shelf six 15-ampere and three 30-ampere 
fuse plugs.” He kept a record of these 
shelves and from time to time sent the 
householders a return postcard in the 
form of an order blank to be used in or- 
dering fuses to keep the shelf supply in- 
tact; fuses to be sent by parcel post. 


* * * 


Three Radio Sales 


During vacation time, plenty of pro- 
gressive college boys are willing and anx- 
ious to work. Suggest to your dealers 
that they secure these boys for home 
demonstrations of radio sets. Such stu- 
dents are usually presentable, and gener- 
ally get a hearing because thy are work- 
ing their way through school. 


Point out to your dealer that Summer 
is the best time to sell radio sets on the 
installment plan. If-the set is purchased 
in the late winter receiving conditions 
may get poorer with the coming of warm 
weather and long before the set is paid 
for the purchaser may think he has not 
secured full value. On the other hand, 
if the set is sold in the summer, by the 
time the last payment is made, he is get- 
ting better results than when he pur- 
chased it. He becomes a booster for the 
line. 

A good place to demonstrate loud 
speakers is at the band concerts in the 
parks. Have your dealers mount a set in 
a truck with the loud speaker prominently 
displayed. During the rest between con- 
cert numbers, the crowd is always rest- 
less and will quickly gather around this 
demonstration. Have him put a large 
sign advertising the loud speaker on each 
side of the truck. 
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Portable Cord Prospects 

‘he average person would be surprised 
at the amount of portable cord used in 
manufacturing plants and automobile re- 
pair shops. Perhaps no other article in 
the electrical industry is subjected to 
more abuse or has to stand more hard 
usage. Purchasing agents are on the look- 
out for a substantial portable cord which 
will resist greases, liquids and acids, and 
at the same time prove flexible and strong. 

Outline to your prospects the long life 
of your line of cord, equip them with full 
information on the subject, be sure to 
vive the plant engineer a sample to try 
and then take his report and recommenda- 
tion to the purchasing agent. 

* * 


Increasing Conduit Sales 


An excellent method of increasing busi- 
ness on both steel conduit and non-metal- 
lic conduit or loom is to have the contrac- 
tor co-operate with the central station on 
a financing plan. The contractor makes 
the installation in already built homes, 
and on satisfactory completion of work 
receives payment in full from the central 
station which in turn collects from the 
householder in monthly installments. 

Upon developing a prospect, the con- 
tractor sends the light company an_ in- 
quiry for service and credit. The company 
investigates and notifies the contractor as 
soon as credit and availability of service 
are established. After the work is finished 
the customer gives a statement that work 
is satisfactory and makes an initial pay- 
ment of at least one-twelfth of the amount. 

This co-operation has proved a business- 
getter in the past and will increase the 


sales of conduit of all kinds. 
* * 


Glassware Lighting Service 

A dealer who handled illuminating 
glassware came to realize that not long 
after the units were installed accumula- 
tions of dust and dirt would detract 
trom their usefulness. He established a 
commercial lighting service, offering a reg- 
ular monthly service to his customers. A 
small fee was charged for the service, of 
course, but the plan cemented his rela- 
tions so that he could always take pros- 
pective buyers to see his installations. In 
addition, he was in a position to make re- 
placements when necessary, and to suc- 
cessfully demonstrate and sell any new 
developments of the glassware manufac- 


turer. 
* * * 


Seeing Ourselves as Others See Us 


A dealer had gone over all of the 58 
show window lighting prospects in town, 
but with no success. He decided that 
something radical was necessary to stir 
up lighting enthusiasm. The idea struck 
him to show them their store fronts as 
other people saw them at night. He made 
up several seven-foot lengths of conduit 
with five 100-watt lamps fitted with 
proper reflectors and a socket attachment 
plug on each length. He then installed 
one of these temporary fixtures in one 
store window in each block. That night 
he took a kodak and photographed each 
block of stores. The contrast between the 
dark and lighted stores cannot be de- 
scribed. 

As many copies of each picture were 
laade as there were poorly lighted stores 
in the block. With a red pencil a large 
arrow was marked on each picture, point- 
ing at one dark front and underneath was 
written, “Whose Store is This?” That 
was all. The pictures were mailed. 

Each picture was a real puzzle, for it 


would have been almost impossible for 
any store manager to pick out his store 
from it. 

He then went ahead with the trial in- 
stallations, avoiding the larger stores, and 
brightening up the smaller ones. Since 
retail merchants are very jealous about 
being outdone by their competitors espe- 
cially the smaller fellows, the stunt 
worked to perfection. The larger stores 
came to modern show window lighting and 
came strong, so as to surpass the smaller 
stores. In going after the big stores he 
did not mention the other installations as 
trial ones, but simply pointed to past ac- 
complishments. Before the job was fin- 
ished he permanently lighted 42 out of 58 


windows. 
* * * 


Imvroving Safety Switch Market 

While it seems a simple matter for the 
sales of safety switches to take precedence 
over the open type of switch in most in- 
stances, still a dealer receives a great 
many calls for open knife switches which 
with a little effort could be converted into 
sales for safety switches. The dealer 
either overlooks this fact, or does not 
make the proper sales effort. 

Get him to impress on his prospects the 
benefits to be derived from the use of 
safety switches over the use of open knife 
switches at a very small additional cost. 

There is a field among small manufac- 
turing plants, garages, repair shops, etc., 
both for new sales and _ replacements. 
When the absolute safety of the closed 
switch is explained, when the idea of elim- 
inating the fire hazard is brought home 
and when the comparatively small differ- 
ence in price is brought out, the sales are 
easily made. 

Have your dealers circularize their 
prospects outlining the points given above. 
The field for motor starting switches in- 
cluding fractional horse-power sizes, is 
especially good, and if properly handled 
should show excellent results. 

* * * 


Increasing Appliance and Twin 
Tap Sales 

Many people hesitate to purchase ap- 
pliances because they “have no place to 
connect them.” 

Suggest to your dealers that they show 
in their windows four convenience outlets 
with four twin taps. From the first tap 
have a lamp and vacuum cleaner con- 
nected. From the second tap have a bou- 
doir lamp and water heater for shaving 


connected. From the third tap have a_ 


toaster and chafing-dish connected, and 
from the fourth tap have a fan and heat- 
ing device. Have cards under each stating 
“convenience living-room, bedroom, 
dining-room and kitchen,” respectively. 

This idea will bring home to prospects 
the thought that they can install all these 
different appliances without any addi- 
tional wiring. 

If properly presented and followed up 
with sales letters it should increase your 
dealers’ business both on appliances and 
twin taps. 

* * * 


Demonstrate Neatness in Wiring 
Old Houses 


In soliciting the wiring of old houses 
the cost is not always the chief obstacle. 
Many householders imagine that the work 
cannot be accomplished without an unrea- 
sonable amount of dust, dirt, damage and 
confusion. As they rarely express this 
feeling in words when discussing the pro- 
posed wiring, it is up to the contractor 
to set their minds at rest on this point, 


taking care that his men back up his 
promises. 

That this feature is important is proved 
by the fact that many contractors have 
gone to considerable work and expense to 
advertise themselves as working with a 
minimum of inconvenience to the house- 
hold. One of them went so far as to 
hold an exhibit in an unoccupied house, 
leaving floor boards up, etc., the uncom- 
pleted work showing just what was neces- 
sary in the way of sawing and boring. 
While such an exhibit entails more effort 
and time than most contractors can spare 
from their regular installations, there are 
other good ways to get this message over. 
A brief, clear statement can be incorpo- 
rated in the advertising and estimate 
sheets, or printed on a neat card for mail- 
ing to the prospect list. Another good 
scheme is to refer to old customers who 
have had wiring done. A definite state- 
ment from Mrs. Jones that Robinson’s 
men cleaned up all the litter, and took 
pains not to damage woodwork or wall- 
paper, will surely help Mrs. Brown decide 


to have said Robinson wire her house. 
* * * 


Cheer Up! 

Recently a lad was awarded a ver- 
dict of twenty thousand dollars 
against a railway company because 
a shock from an exposed wire de- 
prived him of the use of the smile 
muscles in his face. A higher court 
has just upheld this award. 

Ability to smile represents a capital 
of twenty thousand dollars. How 
many of us get the full interest value 
from this property? 

Be cheerful. It is the philosophy 
of the day. In the marts of the world 
a smile will open more pathways to 
success than a Bradstreet rating. 


By training a hen to lay eggs direct 
in a shipping crate instead of at ran- 
dom in obscure places, distribution 
efficiency might be increased, but the 
necessity for useful hens putting con- 
centration on production makes the 
idea of doubtful economic value. 

Progressive electrical distributors 
are specialists in elimination of dis- 
tribution waste, and although they 
sometimes chase butterflies any whole- 
sale buyer, large or small, can save 
money by using their services.—Wesco 


Supply Co. “Red Shield.” 
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Scholarships in Lighting 
Contest 

The “Home Lighting Essay Con- 
test’”’ conducted by the Lighting Edu- 
cational Committee, is over and the 
prizes have been awarded. The Na- 
tional Bank of Commerce in New 
York will act as trustee for the com- 
plete disposition of the ten scholarship 
awards totaling $6,000. ‘Two prizes 
of $1,200; four of $600, and four of 
$300 were the amounts in which the 
prizes were distributed. The win- 
ners have been asked to designate the 
college or university they desire to 


attend. 
* * * 


The Price Cutter 

The following pathetic little ditty 
was handed in to Commissioner Wil- 
liam Webster, of Chicago, recently: 

“The price-cutter is worse than a 
criminal—he is a fool; a commercial 
maniac, 

“He not only kills his enemies, but 
slaughters his friends. 

“He not only pulls down the 
standard of his goods, but he pulls 
down his competitors and his friends. 

“He annihilates himself and 
scuttles the ship in which he himself 
is afloat. 

“Nothing is so easy as to cut a 
price, and nothing is so hard as to get 
them back once they have been pulled 
down. 


“Who are this serious looking bunch of 
hard workers?” Why, they are the boys 
who keep the shipments moving in and out 
of the doors of the Middle States Electric 
Co., Chicago. 


We wanted to show a good picture of Harry F. Conly to his many friends in the 


East and West, but someone must have yelled, ““Here’s an order” when the camera 


clicked. Anyway Harry looked around. The genial cha 


in the center is William 


Howard (we were about to add the name Taft) and the one behind the worried 


look on the left is F. R. Dolan. 


All are with the Myers Electric Supply Co., of Los 


Angeles, Calif., Conly having recently joined this organization. 


“Any child can throw a glass of 
water on the floor, but all the wise 
scientists and scientific geniuses in the 
world cannot pick the water up. 


“Who gets the benefit of the price- 
cutting? Nobody! 

“He makes no profit—the man who 
buys from him usually gets an inferior 
article, and no advantage. 


“No manufacturer can permanently 
keep up the standards of his goods if 
the price is persistently cut down. 
Price and quality go hand in hand. 

“Sooner or later he cheapens his 
materials, then cuts the wages of his 
workers in order to make both ends 
meet, and even then they don’t meet. 

“The man.who persistently cuts 
prices serves notice: ‘This way to 
the junk pile, the sheriff’s office next 
door.’ 

“He admits his lack of ability. 

“He admits his own failure as a 
salesman. 

“He admits he cannot win a fair 
fight in salesmanship. 

“He admits his watchword and sole 
inducement is ‘Price.’ ws 

“He admits he has been defeated 
according to the Marquis of Queens- 
bury rules of business. 

“He brands himself as a failure in 
the business world, and a hitter below 
the belt. 

“If the business world were domi- 
nated by the price-cutters, there 
would be no business. 

“Price-cutting, in fact, is not a 
business any more than smallpox is 
health.” 


Lincoln’s Perserverance 

When Abraham Lincoln was a 
young man he ran for the legislature 
and was badly defeated. He then en- 
tered business, failed and spent the 
next 17 years of his life paying up 
the debts of a worthless partner. He 
was engaged to a beautiful young 
woman, and she died. Again enter- 
ing politics, he ran for Congress and 
was defeated. He then tried to get 
an appointment to the U. S. Land 
Office but failed. It was after all of 
this that success finally came to him. 
Just think what perseverance will do 
for the fellow who has the courage 
to stick at a time when things seem 
darkest. 


“Litenco” Gongales looks like he is g- 
ing to tear the cover off the ball. Hie 
holds down second base for the team of 
Listenwalter & Gough, Los Angeles, Cali . 
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National Plan for Industrial 
Lighting Activity 

An industrial lighting committee 
has been formed in the commercial 
section of the National Electric 
Light Association to conduct a ngtion- 
wide activity in an effort to better 
industrial lighting conditions, This 
activity will have for its objects the 
following fundamentals. 


1. To organize an energetic, direct 
selling campaign to industrial plants 
on proper lighting installations. 

2. To plan and put to work an 
advertising and promotional effort 
which is unified, and thus more effec- 
tive than individual efforts. 


3. To go out and sell proper in- 
dustrial lighting. 

Statistics show that there are 30,- 
000,000 factory sockets, of which not 
more than 5,000,000 are equipped 
with proper reflectors. This indicates 
a tremendous market for the selling 
of proper industrial lighting equip- 
ment, 

The industrial lighting committee 
is raising funds from manufacturers 
of industrial lighting equipment, 
lamps and electric devices to formu- 
late and carry out a program for sell- 
ing industrial lighting equipment. 

The committee will carry on a cam- 
paign of advertising in national, 
business, management, and_ class 
magazines, and will furnish sales, 
lectures and advertising suggestions to 
assist local groups in carrying out 
their campaign and will provide sales- 
men to explain the activity and assist 
in organizing the local groups. 

In each geographic division of the 
National Electric Electric Light As- 
sociation, a geographic chairman and 
a committe will be appointed to fur- 
ther explain the activity and assist 
the local groups in their activities. 

The national campaign is the first 
half of the activity to better the light- 
ing of industrial plants, but will be 
of little avail if the electrical interests 
of the town fail to carry out the 
second half of the activity. The local 
community does not necessarily have 


to go through all of the steps laid 
down by the industrial lighting com- 
mittee, but should formulate some 
plan that will fit the needs of the 
locality. 


In order to participate in the cam- 
paign, the electrical interests in each 
community should either form a local 
committee to handle the activity or. 
if an electrical league is already in 


J. I. Becker, Chairman Industrial Light- 
ing Commission 


existence, it could logically carry out 
this campaign. 

After a meeting has been held and 
it has been decided who shall be in 
charge of the campaign, the plan 
book should be read carefully to. deter- 
mine what portions of the service 
offered will be utilized. After this 
has been decided upon, it will be neces- 
sary to make up a list of industrial 
plants having improper lightinz. 
Small plants, garages and other places 
using industrial lighting equipment 
should be included in this list, as 
these are the companies who offer an 
excellent field on account of their 
being so numerous. 

To a carefully prepared prospect 
list of the industrial plants in each 
community needing better lighting. a 
direct mail campaign should be 
launched to arouse the interest of the 


executives and plant engineers. For 
this purpose, the industrial lighting 
committee is preparing three direct 
mail selling helps and an interesting 
booklet that points out in detail the 
benefits of proper industrial lighting. 

The three direct mail pieces can be 
mailed to the prospect list at regular 
intervals. In each of these selling 
helps is a coupon which offers a book- 
let on industrial lighting, and personal 
help in the executive’s lighting prob- 
lems. actory executives will find 
valuable suggestions in this book 
let. These mailing pieces will be 
imprinted for the local committee and 
be ready for addressing and stamping 
upon their arrival. 

The advertising program of the 
industrial lighting committee forms 
the backbone of the industrial lighting 
activity and if tied to by the local 
communities, will be most effective in 
the promotion of better lighting in the 
factory. 

The national advertising campaign 
is built around a series of advertise- 
ments in the Literary Digest, depict- 
ing the four industrial lighting econ- 
omies. Increased production, de- 
creased spoilage, fewer accidents and 
less labor turnover. It is planned to 
carry advertisements in the key publi- 
cation in each industry, so that the 
plant executive will see the advertise- 
ment in the Literary Digest, in a 
management magazine and in the class 
publication of his particular industry. 
The advertising campaign will cover 
a total circulation of 1,500,000, wiith 
nearly 8,000,000 insertions. 

Greatest good will be obtained for 
the local community if a parallel cam- 
paign in the local newspapers is con- 
ducted by the local electrical league 
or local organization. To assist in 
this campaign, the industrial lighting 
committee will prepare a newspaper 
advertisement book and will supply 
newspaper mats at cost. These ad- 
vertisements will be similar to those 
appearing in the magazines, together 
with several special advertisements 
for inviting the plant executives to the 
demonstration and exhibit. 
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Several industrial lighting lectures 
will be prepared and printed for use 
of the local groups. A master lecture 
film on industrial lighting will be 
prepared and positive films or copies 
sold to the local organizations at cost, 
together with the Bray Portable Pro- 
jector. These projectors will be used 
for carrying the message to individ- 
uals and small groups and will take 
the place of lantern slides or charts. 
The projector complete may be car- 
ried in a small case and plugged into 
any 110 volt lighting socket or out- 
let available. It throws a picture 
about two or three feet square on any 
light wall or background. 

A third lecture for use by demon- 
strators of: lighting exhibits will ac- 
company the prospectus that supplies 


the plans and details of lighting 
demonstrations. 
For communities where there are a 


considerable number of industrial 
plants, the industrial lighting com- 
mittee will prepare complete plans 
and specifications for a demonstration 
and exhibit of proper lighting equip- 
ment for the factory. A prospectus 
will be issued, giving a blueprint, 
wiring plans, photographs and bill of 
materials, enabling the local group to 
make the installation and know exactly 
what it will cost to erect. It is ex- 
pected that portable exhibits will be 
made available by the committee four 
places where there is no location 
suitable for a permanent exhibit as 
described. 

The motion picture film wil! carry 
the story of industrial lighting in a 
most effective manner. The story will 
be based on an interesting playlet 
developed by prominent illuminating 
engineers of the industry. The serv- 
ice that the central stations and con- 
tractors can supply to industrial plants 
is emphasized in this playlet which 
will go a long way in helping to sell 
industrial lighting to the community. 

A prospectus of the film will be 
issued, so that the local groups can 
better judge whether or not they will 
be able to use it. The film will be 
supplied on a minimum cost basis, the 
local committee to pay the cost of the 
prints only. 

Executives of industrial plants, 
naturally, will be greatly influenced 
by the service the local contractor or 
central station is in a position to 
render. By depicting this service, a« 
is done in the film being prepared, 
these executives will be convinced that 


the local contractors and central sta- 
tions can be of real assistance in lay- 
ing out plans and installing equipment 
to give proper lighting. 

The committee will furnish forms 
for making factory layouts and for 
the obtaining of field notes of an in- 
dustrial plant by the local com- 
munities. A representative should be 
sent to the industrial plants and with 
the aid of field notes and layout 
sheets, he can sketch the layout of the 
factory rooms and obtain information 
necessary for recommending proper 
lighting. 

The lighting committee will furnish 
instructions for doing this and the 
larger industrial centers will un- 
doubtedly have men available who are 
experienced in this type of promo- 
tional work. 

In order to stimulate the local 
groups in the activity, the industrial 
lighting committee is offering three 
prizes, based upon the work done and 


the accomplishments of the individual 


committees. It is offering the prizes 
in order that the industry will benefit 
if complete information is available 
after campaign is ended. In order to 
compete for the prizes, the local 
electrical leagues or local organiza- 
tions will be obliged to submit a com- 
plete report of their activities so that 
a compilation of these reports will 
furnish information of value to the 
electrical industry. 

A plan book will be issued by the 
committee, outlining the complete 
activity. Copies of the plan book 
and further information on the activity 
in genera] may be obtained from the 


Industrial Lighting Committee, Na-. 


tional Electric Light Association, 29 
West Thirty-ninth Street, New York 
City. 


“Better Lighting Classic” 

In January, February and Marc\, 
1925, the Southern New England 
Electric Co, did a lighting equipme it 
business that was 250 per cent ovr 
the business for the same period 
1924. Moreover, it represented 7() 
per cent of the entire 1924 busine;s 
in the line carried—Ivanhoe products. 

The answer to this startling a- 
complishment was a_ thorough'y 
planned and properly worked out 
campaign known as the “Better Light- 
ing Classic,” devised by the Ivanhoe 
Division of the Miller Co. and put 
throygh as a test with this representa- 
tive New England jobber. 

Having made this test and ironed 
out any difficulties that might be 
found in the plan, it is the intention 
of the Ivanhoe Division to put it on in 
other localities. 

This successful selling plan has 
been prepared in a way that shows 
each successive step in a simple man- 
ner—tells the dealer not only just 
what to do but when to do it. . The 
dealer is called upon to accept whole- 
heartedly a sales-promotion program 
of advertising matter, broadsides, 
window displays, etc., that actually 
costs $85.00 to produce but for which 
he pays $24.00. In addition he puts 
in a sample line. 

Complete instructions follow, he 
receives the assistance of his jobber’s 
salesmen, of representatives of the 
Ivanhoe Division and specialists from 
the lamp company. 

Aside from the profit that he makes 
on the sales, cash prizes are also 
offered for those dealers making the 
best sales records in the district. 

The “better lighting classic” covers 
both residence and commercial light- 
ing units. 


Here are the eight pretty girls, pupils of Mrs. Dorothy Thompson Hart, shown on 
the right, who took part in the Little Rock Electric Club pageant, “The Evolutio: 
of Light.” Left to right: Light Itself; Perfect Mazda; Clear Mazda Lamp; Ediso: 
Carbon Lamp; Oil Lamp; Candle; Dip, and The Torch. But how could the audienc: 
keep their eyes on the lamps? Ah, that is the question. 
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NEW 25 watt National MAZDA Lamp, combining the principal 

advantages of the various other types now in existence and includ- 
ing recent developments not obtained in these other types, is here 
announced to the electrical trade. 


This new 25 watt National MAZDA Lamp is intended primarily for 
residence service. It can readily replace four other 25 watt lamps now 
in use—the straight side, the mill type and the two round lamps. 
This greatly simplifies the lamp agent’s stock. 


The outstanding development is a bulb of pleasing design frosted on 
the inside. The outside is perfectly smooth, making the lamp easy 
to keep clean. 


Due to the inside frost, the new lamp is far superior to the clear lamp 
in light diffusion and yet it absorbs but little more light than does 
the clear lamp. 


The new lamp is very strong and much more rugged than previous 
lamps for comparable uses. 


Additional lamps of this type will probably be introduced at a later 
date. It is hoped that, in time, the present large assortment of lamps 
of 100 watts and smaller, as used in residence service, can be replaced 
by about five lamps similar to this new type. 


MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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Advantages 


N selling any product in a com- 

petitive market, the natural 
question that arises when you try 
to make the sales is ““What are its 


advantages?” 


Sectional view of No. 477 
Outlet showing Hubbell 
Receptacle mounted on 
Steel Strap. 


The Fullman Floor Outlets (No. 477) 
illustrated in the column is one of the 
prominent members of the Steel City 
family of wiring devices that give the 
‘Perfect Installation.” 


Here are the reasons why it is easy to 
sell and why, therefore, it is the best 
for your customers to use: 


1. Few parts 
2. Small outside dimensions 


3. Plenty of room inside for 


wiring 


4. Receptacle locked in position 
with a flat steel ring which 
also serves as a support for 
the Bell Nozzle or Flush Brass 
Plug. 


5. Only one rubber gasket used. 


Get acquainted with the ‘Steel City 
line. If you are not already a dis- 


tributor write us for proposition. 


Chetric Ca, 


PENNSYLVANIA 


Stee! City 


PITTSBURGH 


Credits Didn’t Worry These 
Men 


J. Stanley Thomas of Elliot-Lewis 
Electric Co., of Philadelphia, deserves 
a lot of credit for one of the interest- 
ing features of the credit men’s meet- 
ing. He wrote a comedy taking off 
the credit man and his connection with 
the Association, ete. And then pro- 
duced and directed the play. 

The convention of the National 
Electrical Credit Association was held 
at the Marlborough-Blenheim, At- 
lantic City, Saturday and Sunday, 
June 6 and 7; and at the Bellevue- 
Stratford, Philadelphia, Monday and 
Tuesday. Viewed from every angle, 
the convention was the most success- 
ful ever held by the national body. 

Notable addresses were made by 
president E. W. Shepard, Western 
Electric Co., New York; L. E. Lay- 
field, Garrett-Miller Co., Wilmington, 
Del; David R. Carlson, vice-president 
of the Central National Bank of 
Philadelphia; by the chairmen of the 
functional plan committees; by E. C. 
Lux, assistant treasurer, Pass & Sey- 
mour, Inc.; A. F. Hearl, secretary- 
treasurer American Electrical Supply 
Co.; Charles Coolidge Parlin, manager 


of commercial research, Curtis Pub- 
lishing Co.; Charles A. Kane, secre- 
tary of the New England Association; 
J. Stanley Thomas, Elliott-Lewis 
Electric Co.; Dr. E. J. Cattell of 
Philadelphia, and Albert H. Elliot. 
secretary of the Pacific Coast Asso- 
ciation. 


Lighting Equipment Meetings 
in Atlantic City 

There was a good attendance at 
the Ninth Annual Convention of the 
National Association of Lighting 
Equipment Dealers and which was 
held jointly with the National 
Council Lighting Fixture Manufac- 
turers, the Illuminating Glassware 
Guild and the Associated Lighting 
Equipment Salesmen, Ambassador 
Hotel, Atlantic City, June 17 to 19. 
The programs of these various asso- 
ciations totaled up a great array of 
the most instructive addresses and 
discussions in almost every phase 
of the lighting equipment industry. 
In addition there was a great get. 
together meeting one day and a 
banquet in the evening at which all 
of the interests were present. 


The speeding of the “green.” View of the experiment of the Cambridge (Mass.); 
Electric Light Co., which has installed 20 high-powered electric lights over a 


cently ploughed and seeded lawn. 


The lights burn from ten to three o'clock in 


the morning and the score of 1,000-watt bulbs throw such a flood of rays that ‘he 
grass is growing twice as fast as it would if it had only the sun to spur it along. 
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Porcelain Shade Holder Feature 


The Porcelain Shade Holder and Porcelain 

Ring are threaded to turn on the Lamp 

Shell— making a rigid Unit of the Cover 
and Interior. 


an For 3% and 4” Boxes For 3%” Boxes Only 
-Porcelain Shade Holder All-Porcelain Shade Holder 
P&S Trade Std Trade Std With Ri 
For Metal ShadeHolders 6 ft. Cole For Ball Lampe 
850 Short Chain.............. 50 Oe eee 50 
Porcelain Ring Porcelain Ring 
ere ee 50 920 Short Chain 50 
For 3% and 4” Boxes Deep Recessed Back 
Groove for Metal Shade Holder All-Porcelain Shade Holder 


Write For Complete Information 
We do not supply Glassware 


Pass & Seymour, Inc. 


P&S 849 P&S 869 
With Porcelain Solvay Station Syracuse, N. Y. With Porcelain 
A Shade Holder Shade Holder a 
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McGraw Puts Over a Big One 

“Greetings. folks! This is radio 
station KFVP, the traveling broad- 
casting studio of the Omaha Trade 
Excursion, en route to Wyoming and 
S. Dakota via the C. & N. W. R. R. 
Your newspapers will tell you when 
we will arrive in your neighborhood 
and you are cordially invited to visit 
this rolling studio and see how it is 
done.” 

This is the gist of a message which 
startled the radio listeners within a 
radius of 400 miles as the “McGraw 


Special” started on its week’s journey, 


Radiola In Parlor Car 


May 10, 1925. This venture consti- 
tutes a history-making departure in 
the radio industry, creating intense in- 
terest and boosting radio sales in the 
territory covered. Mats were sent 
ahead to 77 different newspapers, who 
immediately gave the trip publicity 


which materially increased the in- 
terest. 
The accompanying photographs 


show the car itself, the studio inside, 
and the “works” through which the 
juice was applied to the broadcast- 
ing apparatus. The telescoping an- 
tenna was cleverly installed. When 
the car was in motion the pipe which 
formed the masts was dropped down 
into the car, each section sliding into 
the next section below. 

When a stop was made the top sec- 
tion would be raised and a pin, worked 
like a cotter, slipped through the top 
section and the next below. Then 
those two were raised to the top of 


the lower or third section (in the car) 
and another pin inserted. This made 
an antenna 40 feet from the ground. 
The counterpoise was directly below 
the aerial wires, but just above the 
roof of the car. 

A big hit was made by securing the 
mayor or some official of each com- 
munity te make a speech. The town 
band was also enlisted, as were local 
artists with their various accomplish- 
ments. A special license was secured 
for the station. 

For the benefit of the many visitors, 
a Radiola superheterodyne was in- 
stalled in the car, with a receiving 
range of 1500 miles. The antenna 
for this receiver was installed along 
the beading above the ventilators on 
each side of the 60 foot steel car. 

Hal R. Edwards, manager of the 
radio department at McGraw’s Omaha 
house, was responsible for the oper- 
ation of the traveling station. E. G. 
Brown, advertising manager, looked 
after the publicity. 

Briefly, the station consists of a 
100 watt transmitter, employing the 
Hartley oscillator circuit and _ the 
Hiessing modulator circuit. Then 
there is the 10 watt speech amplifier 
with 3-216A tubes. Power was sup- 
plied through 500 feet of ‘“Tirex’’ 
twin cable, carried to some plant in 
the R. R. yards. The microphone is 
provided with a 500 foot extension. 

So successful this traveling 
station that arrangements have been 
completed whereby the next trip will 
be on the Union Pacific R. R. and car- 
ried out on- a much greater scale. 


was 
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The iscobil Steel Car Used 


IN THE INDUSTRY.” 


There will be an “Agricultural Train” 
with the station KFVP as the big 
feature. 

There will be a complete dairy car, 
another fitted up as a model “milk 
house” and so on, these features sery- 
ing as illustrations for the benefit of 
those who visit the train. Probably 
the greatest stunt will be several cars 
carrying 30 fine pure-bred bulls. In 
each county one of these animals will 
be traded for the “‘orneriest” 
bull to be found, thus raising the 
standard of cattle in the county. Then 
at the wind-up of the trip at the 


scrub 


A yRSIO 
S TATION 


Switchboard and Motor—Generator Set 
Used on Trip 


State Fair at Lincoln, Neb., these 
scrub bulls, traded in on the thorough- 
breds, will be exhibited as “horrible 
examples.” 

The broadcasting station will be 
improved by the fact that power will 
be furnished from the “dynamo car” 
containing a steam driven turbine 
which will also furnish power for all 
devices and machinery on exhibition. 
In addition, experiments are being 
made to ascertain if broadcasting can 
be carried on while the train is in mo- 
tion. This will be done by lowering 
the antenna to a point just above tlic 
car roof and slinging the counterpoise 
under the coach. 


Lectures of a high educational value 
on agricultural subjects will be broa«- 
casted nightly. Farmers will be noti- 
fied when the train will arrive in their 
respective communities and all will be 
invited to come, ask questions, bring 
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Radiola 24, suitcase 
: model with built-in loud- 
= speaker. With six Radio- 

trons UV-199 . $195 


selling this man? 


Thousands everywhere are eager to buy 
a Portable Radiola Super-Heterodyne 


Thousands will buy—if you will sell. With the pop- 
ularity and the performance-fame of the Radiola 
“Super-Het,” sales are easy enough—if you go after 
them. With two completely portable models of the 


Radiola 26, with its 
extra battery cabinet for 
home use. Walnut fin- 
ish ; loudspeaker built- 
in. With six Radio- 
tronsU V-199,$225 


“Super-Het”—with strong backing of advertising for 
them — and train loads— highway-fulls—of people 
going off to sea and mountain, there’s big summer 
business right now for the man who knows it is there 
and goes out to get it. 


Radio Corporation of America 
Chicago New York San Francisco 


adiola 


en PAT. OFF. AN RCA PRODUCT 
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BRADLEYLEAK 


4 


METER 


Electric Controlling Apparatus 
Milwaukee, Wis. 


492 Clinton Street 


samples of the soil on their farms, 
etc., etc. 

Altogether, this novel method bids 
fair to be hailed as the greatest means 
of spreading the radio gospel, as well 
as substantially aiding the farmers in 
making more money. The McGraw 
Co. and the Omaha Chamber of Com- 
merce are to be congratulated on hav- 
ing launched a movement of such far- 
reaching influence and sound business 
value. 


* * * 
Will the Jobber Survive in 
Radio? 
By M. C. RYPINSKI, 

Vice-President, C. Brandes, Inc. 

The recent announcement of several 
of the nationally known radio manu- 
facturers of a direct-to-the-dealer dis- 
tribution policy must make every 
forward looking manufacturer and 
distributor consider carefully where 
the future is leading him in this 
matter of radio distribution. 

Distribution is being considered 
broadly by the Department of Com- 
merce and by several of the manufac- 
turers and jobbers’ associations. 

What will come out of these studies 
cannot be foretold, but it must be ob- 
vious to any thinking person that the 
present high costs of distribution must 
either be reduced or a more satisfac- 
tory justification of them be forth- 
coming. 


‘As an illustration of how the cost 
of distribution has increased in radio 
during the past several years without 
additional service being rendered by 
the jobber, in fact, with probably a 
decreasing service so far as the indi- 
vidual manufacturer is concerned, it 
may be of interest to note that de- 
vices of a character which the manu- 
facturer sold to the jobber in say, 
1922 at 60 per cent of the price to 
the user, are now in the case of cer- 
tain manufacturers sold to the jobber 


Who says radio cannot be sold in the summer time? What dealer cannot find 
places and opportunities like this to dispose of sets? Are his eyes closed altogether 


or simply closed to sales opportunities. 


“Our Word,” it is more of a wonder that 


dealers can be kept behind the counter at all during the hot months when there are 


so many desirable sales to be made.—Photographs by courtesy of the Radio Corpora- 


tion of America. 
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New Radio Products, Illustrated 


The new type “B” semi - adjustable 
loud speaker unit was designed by the 
Mozart-Grand Co, Newark, N. J., to 
combine all of the advantages of the 
fully adjustable and the non-adjustable 
types without either of their disadvan- 
tages. The diaphragm housing will not 
work itself loose. Minute buckling or 
bending, caused by original manufac- 
turing variations, has been eliminated, 
as well as the similar and more serious 
trouble due to expansion or contraction 
of the different metals when subjected 
to changes in temperature. 


The A-C Dayton console type is 
made of grained Honduras mahogany 
with inlaid work. The construction of 
the cabinet is solid and: permanent, 
yet distinctive and aristocratic in ap- 
pearance and design. The wide draw- 
er at the bottom is very convenient 
for keeping ear phones, log books, 
or small tools. The loud speaker is 


made of highest quality fiber wood 
and is especially designed for giving 
natural tone reproduction. A number 
of music critics have commented very 
highly on the tone quality of this 
speaker. In connection with the loud 
speaker, the highest grade Dictograph 
speaker unit is used. The battery 
compartment opens from the rear and 
provides ample space for all batteries. 
The XL5 receiver is installed in this 
console cabinet. This machine is made 
by the A-C Electric Mfg. Co., Dayton, 
Ohio. 


Audio frequency transformers that 
have their binding posts underneath 
to permit concealing the wiring under 
a sub-panel, are now available for use 
in home-built sets, it is announced by 
Thordarson Electric Mfg. Co., Chi- 
cago. Aside from the neater assem- 
bly this type of mounting makes pos- 
sible, it is also stated that in many 
cases the leads can be shortened. The 
sub-panel mounting type Thordarsons 
are identical, except for the location 
of the binding posts, with the Thor- 
darson standard type audio transform- 
ers, and come in the same three 
ratios, viz: 2:1, 31:1 and 6:1. 


The Sterling tube tester, manu- 
factured by the Sterling Mfg. Co., 
is designed for home use, for repair- 
men, service departments and deal- 
ers. This instrument will also help 
to locate open circuits in wiring, 
poor contacts in sockets, open cir- 
cuits in transformers and defective 
“B” batteries. 


The Remola is a soft rubbed, solid 
mahogany, cabinet type loud speak- 
er, equipped with a special adjust- 
able Remo unit. It is manufactured 
bp the Remo Corp., Meriden, Conn. 


The Sensory vernier dial, designed 
and manufactured by the Heineman 
Electric Co., Philadelphia, Pa., has 
neither backlash nor lost motion. 
Only a screw driver is needed to 
install it on any length shaft. ‘The 


gears are built of brass and alumi- 
num alloy, alternating to prevent 
wear. Worm-driven principle of cog 
adjustment eliminates lost motion. 
Capable of being turned but the 
width of a hair, it remains set. 
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We Protect 
Every Sale! 


Every inquiry on Blandin Radio Cab- 
inets is:turned over to our jobber repre- 
sentative’in the territory producing the 
inquiry. That’s our idea of jobber coop- 
eration. It means we have a 100% job- 
ber policy that’s in effect continuously. 

Blandin Radio Cabinets are acknowl- 
edged good sellers. They have every de- 
sirable feature of fine cabinet construc- 
tion. 

The console is so designed that it will 
hold intact, any standard set in a box 
cabinet up to 28” in length. 

Our complete jobber proposition will 
interest you. Ask for complete details. 


YA 


(Patents Pending) 


Blandin Console 
75 E 


This beautiful Blandin Console is finished in 
a hand rubbed lacquer-Mahogany—in English 
Brown. It will take any panel up to 7” high 
with room for “A” storage battery, “B’’ and 
“C”’ batteries and battery charger. This is one 
of the finest radio cabinets on the market and 


will dress up any set. 


The New Blandin Duplex shown here takes 
panel 7x18, 7x21, 7x24 or 7x26. Grooved for 
fy” panel. Panel may be mounted either ver- 
tical or slanting. Ample room for dry batteries. 
Handsomely finished—hand rubbed lacquer. 


Blandin Phonograph Co.,Inc. 
1000 16th St., Racine, Wisconsin 


Blandin 


Radio Cabinets 


at approximately 40 per cent of ‘the | 


price to the user. 
It is very difficult for the casual 


_ observer to understand why the dis- 


tribution of a product should involve 
a burden 50 per cent greater than its 
manufacture. It would seem that if 
anything, the manufacturer has to as- 
sume a greater risk than the distrib- 
utor, and therefore his proportion of 
the return should be greater than that 
accorded to the distribution end of the 
business. 


As this article concerns _ itself 
primarily with the radio jobber and 
his survival, the writer proposes to 


confine his further comments to the 


jobbing phase of such distribution. 


_ Perhaps we can best approach this by 


_ setting down those functions which 


the jobber is supposed to perform. 

First—He is expected by the manu- 
facturer to actively promote the sale 
of the particular manufacturer’s prod- 
ucts among his dealers. 

Second—To carry the dealer ac- 
counts and undertake the credit risk. 

Third—To carry an adequate stock 
of the merchandise, ordering from the 


_ manufacturer in relatively large quan- 


tities, and make practically all ship- 
ments to the dealers from such stock. 

Fourth—To exert his best efforts in 
forwarding the sales policy of the 
manufacturer and to keep the dis- 
tribution of the product on a_ plane 
satisfactory to the manufacturer. By 
this is meant that he is to use his most 


_ effective moral suasion to avoid price 


demoralization, and he is to select 
dealers with due regard to the ideals 
and policies of the manufacturer. 
Normally no radio manufacturer 
would be disposed to contemplate any 
change from the jobber-dealer dis- 
tribution set-up were the jobber to 
function with even a reasonable de- 


P' gree of acceptability along the lines 


above laid down. 

With the rapid growth of the radio 
industry, however, and the exceedingly 
great amount of competition in manu- 
facture and in distribution, a number 
of conditions have arisen which have 
prevented the jobber from function- 
ing satisfactorily along these lines. 

Space will not permit of our going 
into the reasons for the chaotic con- 
ditions which exist and these are not 
pertinent to the discussion, for what 
we are most interested in here is the 
improvement of the situation and the 
preservation of the jobber-dealer dis- 
tribution set-up. 


RECEIVERS FOR 3 
GOOD BUSINESS 


Help Dealers keep on 
the right“ side of the 
ledger. 


Copy, of. 


Eagle Life sent on west. A 
helpful, interesting and amusing 
monthly. 


Get on the mailing list. 


at 
‘LE 


Eagle Radio Company 
17 Boyden Place - Newark, N. J. 


MODERN 


MODERN TRANSFORMERS 
leaders in their field of usefulness, 
having always enjoyed extreme 
popularity because of their quality 
of tone and powerful amplifica- 
tion, which are unsurpassed. 


are 


MODERN TRANSFORMERS rep- 
resent the very highest possible 
achievement in quality, design 
and workmanship. 


Sold Through 
Jobbers Exclusively 


The Modern Electric Mfg. Co. 


World’s largest transf: ws, mak- 
purposes. 


Toledo, Ohio 
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Can the jobber in radio, if he is so 
inclined, carry out all of the respon- 
sibilities above outlined in a_ satis- 
factory manner? 

I think he can, provided he will 
confine his efforts to a minimum 
number of representative lines which 
ire not essentially competitive, and 
will similarly limit the number of his 
dealer accounts, 

This requires as a corollary that 
the manufacturer should on his part 
make this practicable by limiting the 
number of his jobbers in a given ter- 
ritory to those who also do not essen- 
tially compete. 

The jobber who continues to 


landle a multiplicity of competing | 
lines cannot perforce do justice to | 


any one of them and a number of the 
forward looking jobbers are recogniz- 
ing this difficulty and are correcting it 
by radically limiting the lines which 
they will handle. 

A number of the forward look- 
ing manufacturers, realizing this, also 
are taking steps to reduce the number 
of their jobbers and to work out some 
sort of a franchise dealer plan. 

If, therefore, an honest effort is 
made in the future by the jobber to 
properly serve a limited number of 
representative manufacturers, backed 
up as he will be by those manufac- 
turers, then, in the writer’s humble 
opinion, the radio jobber may look 


forward to a long and useful life. 
* * * 


Northwest Radio Trade 
Association News 

The Northwest Radio Trade As- 
sociation, which has its membership 
scattered throughout the Ninth Fed- 
eral Reserve District comprising Mon- 
tana, North and South Dakota, Min- 
nesota and a part of Wisconsin and 
Michigan will hold an exposition the 
week of October 5 in the St. Paul 
Auditorium, St. Paul, Minn. H. H. 
Cory is execative secretary and treas- 
urer of the association with offices at 
515 Tribune Annex, Minneapolis, 


Minn. 
xe 


Sterling Pushes Summer Radio 

The Sterling Electric Co., Minne- 
apolis, Minn., is making a commend- 
able effort to overcome the summer 
slimp. The farmers in its territory 
are being sent letters which bring out 
in an attractive manner the desirabil- 
ity of having a radio set during the 
sunmer months. In addition, a four 
pge folder is being mailed. 


Ratios 


GENERAL RADIO 


Transformers 


New 


6 to 1 
and 
2 to 1 


Set builders today are ‘‘Parts-wise’’-—They know what 
transformer to buy in order to get good volume with natural 
tone quality. That is why so many experienced set-build- 
ers demand General Radio transformers—and other G. R. 
parts as well. 


The new General Radio transformers are meeting the 
enthusiastic approval of radio editors, experimenters and 
fans everywhere. They are establishing a wide popularity 
which you can not afford to overlook in your parts sales. 


Don’t forget that General Radio type 285 transform- 
ers are now available in two ratios; 6 to | for first stage, 
and 2 to | for second stage, and they are also selling at a 
new reduced price. 


When the coming radio season gets into its full stride, 
there is going to be greater activity on the General Radio 
line than ever before—especially on transformers and 
condensers. Place your orders now so that you may get 
your fall share of business on General Radio parts. 
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This is what we call a swell picture of 
Walter S. Blue, vice-president, treasurer 
and general manager of the Columbian 
Electrical Co., Kansas City, and St. Joseph, 
Mo. He went down to Hot Springs tv 
“spell” his other half, W. B. Satterlee, 
president and sales manager, who had at- 
tended the meeting of the Westinghouse 
agent-jobbers the week before and left 
when Walter arrived. 


Selling Watthour Meters 


(Continued from Page 14) 
to a. c. or cutting in on a high line, 
and are glad to pick up a few old 
meters to tide them over in the mean- 
time. If you can be of any help 
in disposing of the meters in this 
fashion, the owner will get more than 
he could on an exchange allowance 
arangement and would pretty nearly 
have to give you the business for the 
good service rendered. 

On the subject of switching a com- 
pany from your competitor’s line to 
your own, much can be said, but 
your greatest handicap is the idea 
of standardization. A great deal of 
patience must be shown with this 
class of prospect, for, as stated above, 
to go in and say, “You are using the 
wrong meter you should be buying 
ours,” is telling him in plain words 
that he is using poor judgment, which 
of course will not get you anywhere. 
This class of prospect has to be de- 
veloped from the meter shop. Get 
acquainted the the meter testers. Give 
them all the help you can. Get a 
few samples in. Show the metermen 
the features of your meter. They wil! 


quickly grasp any advantage in test- 
ing, making repairs, or in perform- 
ance. Get a few out on the lines. 
Well, just keep “plugging away” and 
some day a break will come from some- 
where. You have the friendship of 
the meter shop, they know about your 
product and so the business is yours. 
If you cannot get all of it, you can 
get a share of it at least. It might 
be said at this time that there is no 
real excuse for a salesman losing the 
business if he is the first one in. If 
you give service all the time, if you 
keep the men in the meter shop on 
your side, and most importantly, if 
you keep the “repair parts’ orders 
filled in a speedy fashion, the break 
should never come for the other 
fellow. 

Now for syndicate sales, which is a 
subject in itself. First of all the ten- 
dency of most syndicates is to “split” 
the business. The question is how to 
get a share of it, and more particularly 
what can the jobber’s salesman do? 
The manufacturers have their methods 
of promoting this business, and the 
only question within the scope of this 
article is the part the jebber’s sales- 
man should play. First of all, it 
looks like a pretty big job for him. 
And it is! He can only be a cog 
in the wheel, for with the syndicates 
scattered over vast territories, as they 
are, no one man can accomplish a 
great deal. However, after a jobber 
shows substantial, active work on a 
syndicate, the manufacturer is will- 
ing to give him a lot of help, and so 
the question is—what should the job- 
ber’s salesman do? 

He should familiarize the proper- 
ties in his territory with his meter. 
He should acquaint himself with the 
personnel of these properties. He 
should get samples in. He should, 
if possible, after the manufacturer 
has secured the contract, get his 
properties to specify his meter on 
their requisitions to the purchasing 
agent, regardless of whether or not 
the order will be filled for his meter. 
This action, throughout the territory, 
is bound to carry weight, sooner or 
later. He should constantly report 


the trend of his efforts to the house, © 


which information should in turn 
be sent to the manufacturer, who is 
guided by this information. All 
these things the jobber’s salesman 
should do. With five or six such men 


working in their territories results 


are bound to come, orders for 20 


meters, from this property, 30 from 
that one, 50 from another, and the 
jobber will find himself getting a nice 
piece of meter business from his sales- 
men. 


The suggestions given in all the 
cases above are broad enough to be 
sure. Details can not possibly be dis- 
cussed, for each manufacturer has 
different points on which his men and 
the jobber’s salesmen representing 
him make their drives. In general. 
however, it covers the subject which 
it is meant to cover. 


The jobber’s salesman must bear 
in mind that all down the line he is 
not expected to do all the work. 
While the sales of meters is a more 
or less specialized line, it is one on 
which many jobbers’ salesmen have 
been extremely successful. First, be- 
cause they had a general knowledgv 
of the line, and second, because they 
took advantage of every bit of help 
at their command, either from their 
own house or from the factory to aid 
them in promoting their sales of watt 
hour meters. ; 


M. G. Williams, sales manager of t)¢ 
Matthews Electric Supply Co., Birmin+ 
ham, Ala. (on left), wishing C. L. Tel, 
city salesman for the company, the best »! 
luck on his trip to some of the easte'n 
factories of the General Electric Co. \'r. 
Teal won the trip as the best merchandis:' 
of the sales force for the year 1924. Ea:h 
year one salesman is selected by the co 
pany for such a trip. 
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AMERICANS SHOULD PRODUCE THEIR OWN RUBBER . . . 


Firestone Tape—in tensile strength, insulating value, 
adhesion and durability—goes far beyond the specifica- 
tions of the American Society for Testing Materials 
and other accepted authorities. 


The heavier rubber friction improves the dielectric 
properties—keeps out dirt, heat, cold and moisture— 
and gives the extra protection where needed. 


For Extra Protection to Expensive Switchboard Installations 


For installations—big or small—electricians, me- 
chanics and individuals prefer to work with Firestone 
Tape. It is easier to handle—and stays where you 
put it. Electrical dealers know that here isa profitable, 
fast-selling tape with a wide reputation for value. 
Write for discounts and specifications, addressing the 
Home Office at Akron, or the nearest Firestone branch. 


restone 


RICTION TAPE 
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Dealers’ Lighting Ques- 
tions 
(Continued from Page 8) 
trance, or elsewhere, when leaving 
the home, and yet have it turned off 
automatically at any chosen time. 

(8) Inexpensive pilot lights, usu- 
ally incorporated in the wall switch, 
indicate when an electric iron or simi- 
lar heating device is on, or whether a 
cellar or attic light has been left 
burning. This may prevent much 
careless waste of electricity. 

(9) Radium luminous tips on 
toggle switches, or pull-chain sockets, 
eliminate groping in the dark. 

(10) On cold nights, the extension 
cord in the garage enables a lamp to 
be left burning under the hood of the 
automobile to prevent freezing, or 
likewise a small bulb burning close 
above a basket of flowers or a plant, 
will maintain a safe temperature. 

(11) small floodlight unit 
mounted on the driveway side of the 
house, so that the beam of light is 
projected towards the garage will 
not only to illuminate the 
driveway, but also act as a good 
burglar protection. A floodlight pro- 
jector mounted by an upper window. 
or beneath the eaves, may illuminate 
a terrace or lawn swing for the 
summer evenings. Insects go to the 
light source, not to the lighted area. 


serve 


No Worries at Hot 
Springs 
(Continued from Page 7) 
chandise can be accomplished without 
the services of the wholesaler—the 
jobber.” 

W. R. Herstein, vice-president of 
the Wesco Supply Co., Memphis, laid 
before the meeting the results of a 
careful investigation that he had 
made, seeking to show contrasts be- 
tween the operations of the electrical 
jobber and wholesalers in other lines. 
He chose to call his paper “Excur- 
sions in Jobbing,’ rather modestly 
stating that it could not be dignified 
by being called an investigation inas- 
much as he could only sound out in- 
dividual friends in the various other 
fields. Nevertheless, the things that 
he found out were intensely interest- 
ing and formed a most valuable ac- 
cumulation of facts. He took the 


plumbing, automotive, hardware, drug, 
dry goods, and grocery fields and as 
nearly as possible ascertained from 
single examples the gross margin, to- 


Everyone will be interested in the above 
picture of W. S. James, sales manager, L. 
A. Woolley, Inc., Buffalo, N. Y., on his 
way to the convention at Hot Springs, Va., 
snapped by Ed. Simon, one of his city 
salesmen. 


tal expense and average turnover per 
annum in their staple lines. 

As announced on another page of 
this issue, the semi-annual convention 
will be held this year at Buffalo, the 
week before Thanksgiving. There is 
some talk again of holding next year’s 
annual meeting at Del Monte, Calif., 
and the Pacific Coast members are 
most urgent in their invitation. This 
matter will be taken up at the Buffalo 
meeting and settled then. 


H. C. Downing 


(Continued from Page 21) 
pound interest the sum of $58,000.” 

While accumulation is still not en- 
tirely distasteful to Mr. Downing, his 
main hobby now is the application of 
these resources in a way that will put 
others on the road to independence. 
Through a.most unfortunate automo- 
bile accident 11 years ago, he lost 
Mrs. Downing and the only way he 
could forget was to map out for him- 
self a program of the hardest kind of 
work and outside of his work assume 
some form of endeavor which would 
have a more heartening influence than 
business for money’s sake. He and 
his brother then conceived the idea of 
the Downing Fund. What they seek 
to do is to help boys and girls to an 
education — selecting those of a 
sturdy, earnest type who have a real 
desire to make a place for themselves 
in the world but are financizlly not 
able to make the grade. 

Operation of the Downing Fund is 
not upon a charity basis, but incurs 
an obligation on the part of those who 
benefit by it to return both the prin- 
ciple and a modest interest to the fund 
after they have received their educa- 
tion and have become producers. A 
loan is made on the recipient’s per- 
sonal note, only, for a certain amount 


each month during the school month. 
at the rate of four per cent. Thos: 
taking a two years course have four 
years in which to pay. Those taking 
a four years course have seven years. 

The Downing Fund has not only 
been a source of great satisfaction to 
the two men behind it, but has become 
a real institution for good. To date 
43 boys and girls have taken advan 
tage of the fund to complete their 
education. It has been in operation 
nine years, 

Next in importance among his hob- 
bies is the raising of fine saddle 
horses, and he is a confirmed horse- 
back rider. He took up this pastime 
some years ago when a breakdown 
was in sight and the doctor advised 
riding as the best all-around exercise 
known. Six o'clock in the morning is 
the best and most delightful time to 
ride and that hour invariably finds 
him in the saddle, summer and winter, 
and he says in favor of this hobby: 
“To ride one’s horse well, to get per- 
fect performance in gaits, one must 
concentrate on the horse. Business 
troublés are brushed aside for the 
pleasant task of accomplishing one’s 
purpose—to ride better each time. 

“Everybody has 24 hours each 
day . Some men cheat themselves into 
believing that they do not have time 
to ride, but I dare say that they waste 
enough time each day to more than 
offset the time required for a good 
horseback ride. If I had growing 
children they certainly would be re- 
quired to ride. If all children cou!d 
ride horseback we would have fewer 
crescent-shaped boys and girls.” 


Harry Downing started life at the 
bottom as far as worldly goods is con- 
cerned. In making his way up to the 
position he now occupies he has 
worked hard but he is not a hard- 
hearted man. He has a thought for 
the other fellow and has a way of liv- 
ing by certain rules that are not new 
in the world but which he has clothed 
in words of his own. 

“People are only the custodians 0! 
what they possess—it should be use«! 
to help others.” “Everybody should 
lend effort as well as means to wortliy 
causes in their communities—it is re”! 
that is due the community for the posi- 
tion that they occupy in the commur- 
ity.” “One of the greatest evils i” 
Business is gossip. How much dors 
what you say about somebody else «'- 
fect somebody else?” 
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Protect the 


T is considerably cheaper to protect your lines against the ravages of 
lightning than to pay for the damage it does. 


Look up last year’s transformer burn-out records. Order a Peirce Universal 
Arrester for each of the worst locations. Get them in quickly and forget the 
lightning season. ; 


What one Central Station did with Peirce 
Universal Lightning Arresters 


Below are actual figures obtained from a large central station showing the decrease in the per- ne 
centage of transformer failures from 1915 to 1922 by using Peirce Universal Lightning Arresters. 


Total Number of | Total Number Dis- 
YEAR Peirce Universal tribution Transfor- 
Arresters Installed mers Installed 
1915 863—8.5% 300 10,125 P| 
1916 787—7.5 400 10,500 : 
1917 635—5.7 950 11,125 
1918 517—4.1 1000 12,500 = 
1919 217—1.7 1100 12,625 Le 
1920 165—1.1 1125 14,500 
1921 150— .92 1525 16,375 a 
PEI CE 1922 135— .78 3125 17,250 
UNIVERSAL There is no depreciation to the Universal. It needs no cleaning, adjusting or 
LIGHTNING repairs, and it will cost you less than any other arrester on the market. 
ARRESTERS YOU can reduce YOUR Transformer 
Burn-outs with this simple Fool Proof Arrester ; 
Carried in stock and Sold Exclusively through the e 
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FITTS BURGH * OAKLAND, CAL.“ CHICAGO 
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Here you see Percy Stern of the Inter- 
state Electric Co, New Orleans, laughing 
at Billie Low. Both of these men were 
happy that day at Hot Springs because 
they knew that back home fans were beirg 
shoveled out like sugar. 


What a Dealer Likes and 
Dislikes 

(Continued from Page 10) 
call on both of us to peddle such in- 
formation. When this happens my 
confidence is shaken, the thouglit al- 
ways bobbing up, I wonder what he 
tells the other fellow about me. 


“Magnalux” Raymond Schultz lighting 
the way for the rest of the team of Lis- 
tenwalter & Gough, Los Angeles, Calif, 
with a homer—“‘Atta boy.” 


“There is a time-worn trait in road 
men, usually specialty men, to set on 
us, after we have placed an order for 
a half dozen of his specialty and often 
before, by telling of our competitor in 
Longmont, or elsewhere, buying the 
same article in gross lots. Now, the 
only man in my opinion wlic has a 
right to make me and my business 
appear small, and get away with it, 
is the man who is in charge of our 
jobber’s credit department. 


“T like a salesman who shows by 
his actions and word of mouth that he 
feels kindly toward his boss and the 
house he represents. The man who 
consistently proclaims the goodness cf 
the folks that pay his salary is gen- 
erally a good fellow well met. The 
world dislikes a belly-acher. The 
sales manager may be heartless ard 
all to the bad, but so long as he stands 
well with his boss no good can come 
to the salesman who _ persistently 
pours his long and doleful notes of 
discord into the ears of the country 
merchants. 


“With very few exceptions, I do 
not want any salesman to snoop 
around our place taking an invoice of 
stock on hand in an effort to force 
an order. There are a few such run- 
ning at large who are not welcome in 
our establishment, as a salesman. 


“My confidence in a salesman is en- 
hanced when his house places in him 
sufficient power and responsibility to 
enable him to make credits and ad- 
justments on the spot, while making 
his regular visits. Correspondents 
and trouble shooters in many of our 
wholesale houses lack the personality 
that breeds good will in us little fel- 
lows out on the prairie. Good sales- 
men are able to look on both sides and 
do the things best for both dealer and 
jobber. 


“Traveling salesmen as a class, I 
believe, are good friends of mine. 
Most of the regular men are as wel- 
come in my office as a cancelled note 
from my bank. Things I have men- 
tioned here have been picked from 
the mob, gathered through the years 
that have gone.” 

Incidentally, it is interesting to 
note that Valentine himself is some- 
thing of a salesman. Boulder is only 
a small city, but the Wilson com- 
pany, represented by Valentine him- 
self, who gets out in his car, often 
puts over sales in places 40 or 50 
miles from Boulder. 


Sales Damager 
(Continued from Page 12) 

Men with raspy or harsh voices 
should never be placed in the sales 
department particularly where thc 
telephone is the principal means by 
which orders are received. They are 
better fitted for the purchasing de- 
partment, for nothing must mar the 
reception of an order, wheras, in- 
versely, the buyer can take liberties 
in placing his orders, in falsetto or 
deep base. I may mention that the 
fair sex are not well adapted to tlic 
sales department. Customers prefer 
to talk to me, particularly in placing 
orders. 

Suffer it not to be said that a clerk 
neglected to call back a customer 
when the line was disconnected be- 
fore the conversation was over. There 
is no excuse’ for a clerk to neglect 
calling a customer who left word to 
“give him a ring’ when he returns. 

A good operator will place you in 
communication with the proper man. 
or if he be busy, ask you to wait » 
minute, occasionally keeping you in- 
formed to wait a little longer, or give 
you a chance to ask for someone else. 

It is not good business for the 
operator to ask “who wishes to talk 
to him” or even worse, “what do you 
wish to see him about?” If such ques- 
tions are sanctioned by the house it’s 
a pity. The real business house has 
informed the operator to put those 
calls in connection with the man asked 
for without further ado. You can't 
get him fast enough for the customer 
When customers have to speak through 


H. C. Callahan, sales manager of the Tr - 
City Electric Co. Newark, N. J., at the 
Hot Springs meeting of the E. S. J. \. 
They say he is a pretty good sales ma’- 
ager, but we know for certain that he 
some swimmer and diver—how he di! 
slap that old spring board at the Ho! 
Springs pool. 
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Who uses the 
ELECTRICAL YEAR BOOK 


YEAR BOOK 


The EMF 
Electrical Year 
Book Contains 


Over 3,100 practical 
definitions of electrical 
products. 


Over 51,000 listings of 
manufacturers under the 
products they make. 


Over 7,700 company 
entries. 


Over 6,800 electrical 
trade names. 


A Geographic Section 
for locating nearest 
source of supply of any 
electrical product. 


All alphabetically ar- 
ranged — as easy to use 
as a telephone directory. 


Condensed Catalog Ex- 
hibits of prominent 
manufacturers. 


they use 


C. P. Gaus, 
Robbins Electric Co., Pittsburgh, Pa. 


“IT use the EMF ELECTRI- 
CAL YEAR BOOK to a very 
great extent in locating manufac- 
turers and suppliers of materials 
we are in need of,” says Mr. Gaus. 

The EMF contains over a thou- 
sand pages of authentic and help- 
ful trade information that every 
jobber needs. 

The EMFELECTRICAL 
YEAR BOOK tells you what to 
buy and where to get it. It brings 


you orders that would necessarily 
go elsewhere to be filled, if you 
didn’t know the source of supply. 

Trade names, electrical and as- 
sociated products, definitions and 
manufacturers, all are arranged 
alphabetically and cross indexed 
for quick and easy reference. (See 
page 4 of the 1925 EMF for fur- 
ther instructions on how to use it 
profitably.) 

Get the EMF habit—it pays 
dividends. 


If you have a copy of EMF use it; 
if not, get in touch with us. 


ELECTRICAL TRADE Co. 
Also Publishers of The Jobbers Salesman 


53 WEST JACKSON BLVD. ~ CHICAGO 


Whatever you want roknow-if its electrical-look in the EMF 
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secretaries it is time to pass up the 
jobbing business. 

Often, I have noticed a customer 
enter a jobber’s store and nobody ap- 
peared to pay any attention to him; 
and strangely, too, the customer was 
mad enough to outwait the counter 
salesman. This should never occur. 
On the other hand, the customer 
should be immediately greeted with 
“What can I do for you, sir?” or 
even “Yes, sir,’ which in common 
parlance today means the same thing. 

Counter salesmen should not tanta- 
lize a customer with silly and un- 
necessary questions. By all means 
keep him satisfied, and rather be 


patient than contentious when filling 
his order. Nobody ever lost anything 
by being polite, and lots have gained 
everything by being accommodating. 

Some clerks evince no disposition 
to be agreeable. They meet a cus- 
tomer without a smile, take his order 
without interest, are rather pleased to 
tell they haven’t got than that they 
can get it for him, never suggest the 
use of the telephone for instructions 
from his office. There is no room for 
such clerks in any business. 

Some time ago a large jobber at- 
tempted to shake up the counter force 
by offering a monthly prize to those 
who waited on the greatest number. 


What do you think of this bunch of possible pennant pickers—the team of Listen- 
walter & Gough, Los Angeles? On their broad backs they carry the names of well- 
known electrical lines. Calling the roll from left to right: “Tubax” Joe Lorenzi, short- 
stop; “Utenco” Ferdinand Gonzales, second base; “Magnalux” Raymond Shultz, 
third base; “Zenith” Robert Block, left field; “Royal” Frank Byron, center field; 


“Estate” John Bennett, catcher (captain) ; 


“Rola” Joseph Chovan, right field; “Hold- 


Heet” Ernest Karsten, pitcher; “Royal Monax” Clyde Warren, first base; “Yale” 


Milton Wissman, substitute. 
by Robert Block. 


In the center is the marvelous batting form displayed 
The first game of the season was with the Nubery Electric 


Corporation—18-6. The second was with the Golden State Electric Co., in combina- 
tion with the Western Electric Co.—16-2. Both were in favor of the Listenwalter & 


Gough team. 


This scheme had the advantage of 
putting life in the counter cripples. 
Customers did not have time to come 
to the counter; they were met at the 
door and many thought they were vic- 
tims of a holdup. The novelty of 
this scheme soon wore off, for the 
same men carried off the prizes each 
month, In a modified form, however, 
this practice may be worked out to a 
real advantage. 

Did it ever occur to you to notice 
the coldness, the lack of welcome, 
that meets you on entering some sup- 
ply houses. There isn’t a touch of 
personality in the whole outfit. Such 
concerns have to put forth more en- 
ergy to succeed, because their busi- 
ness is of a cold-blooded character. 
Contractors are accustomed to refer 
to such houses as “the morgue.” 


I have been witness to so many 
wrangles and disagreements over re- 
turned goods, replacements and ques- 
tionable charges, that I am fully con- 
vinced that the majority of jobbers 
fail to realize the importance of this 
end of the business, 


I have seen a mass of correspond- 
ence heaped up over a claim when 
the cost itself of carrying on the par- 
ley amounted to more than the claiin; 
where replacements of minor import 
could have been made at once with- 
out “looking into the matter” or for 
getting it entirely; where bickerings 
over small overcharges resulted in 
customers going elsewhere. 

To be sure there must be some 
stand taken on these matters for un- 
less held in check, undue advantage 
will be taken. But first of all look up 
the standing of the customer, his 
methods of payments, his purchases 
per month. If he be desirable, do 
not argue with him. I have always 
found it good business to allow a man 
a dollar if I could make two in a 
subsequent sale. Above all, do not 
allow him to leave with a bad taste 
in his mouth. Rather introduce a 
man higher up to say a word before 
the adjustment is completed, as this 
makes a better impression on the cus- 
tomer who feels that all are interested. 


Salesmen are apt to get peeved 
when buyers make engagements and 
fail to keep them. This is often the 
case where salesmen. carry trunks and 
display their wares at hotels. It is « 
mistake to show any displeasure, for 
a buyer usually suits his own con- 
venience and is sometimes tied up in 
matters of greater importance. Rather 
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make an excuse for the buyer before 
he makes an attempt to apologize, if 
he does essay to explain his inad- 
vertence. In other words, the buyer 
is always right. Try him again. 


It is also a mistake to go over a 
buyer’s head. In my experience, I 
tried it only once and that was when 
there was a change of buyers. I lost 
the business. My prices were always 
high, and my salesman reported it 
was useless to try further. I wrote 
to his boss, with whom I was friendly 
and he invited me to a joint interview. 
When the buyer was questioned, he 


admitted his partiality to the other | 
fellow, but promised an even break | 


on future business. I hadn’t a further 
chance for a look in. 
complimentary orders 
showing there was no hard feelings. 
It would have been more prudent for 
me to drag along, use what salesman- 
ship I possessed to cut down the lead 
of my competitor and prove my 


I got a few | 
by way of | 


worthiness for a return of the busi- 


ness I once held. 


Incidentally, we have ever present 
with us the one man guy, or as they 
say today, the fellow with the one- 
way mind. He wants to do every- 
thing himself. 
unless he attends to it. So he ties up 
his own work and a little in each de- 


It can’t be done right | 


partment, till he becomes a very busy | 


man, and thinks he’s a wonder. 


And | 


when he’s out there’s lots of con-_ 
fusion and business at his desk is at | 


a stand still till he returns. 


Such a man has no place in busi- | 
ness today, and sooner or later must | 
vield to his broader co-workers. Team | 


work is the great success of today, 
and no ene puts it better than Kipling 
himself: 


It’s not the guns nor armament 
Nor the funds that they can pay 
But the close co-operation 

That makes them win the day. 


It’s not the individuals 

Nor the Army as a whole 

But the everlasting team work 
Of every blooming soul. 


A healthy clientele is the backbone 
of every business. 
therefore, to guard the list with en- 
vious care, rather to add than to les- 
sen, if we wish to keep in the pro- 
cssion, bearing in mind that we may 
have an account for 364 days, but on 
the 365th, by a slight word or act, 
lose it forever. 


It behooves us, | 


The Ideal Non-Metallic 
Flexible Conduit 


Built-In Quality 
Single Wall 
Tough and Light 
Great Flexibility 
Large Opening 
Convenient Carton 


RIGID STEEL CONDUIT 


An Enameled Con- 
duit made from soft 
easy bending scale- 
free pipe. Tough 
coating. 


Zinc Coated with 
enameled interior. 
Xduct is The Quality 
Conduit. 


GOOD JOBBING LINES 


With Sales Assistance 


Samples mailed on request 


AMERICAN CIRCULAR LOOM CO. 


seme, 90 West St., New York 
> 
ui Boston Pittsburgh Chicago 
a 
Atlanta Los Angeles Portland 
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Davidson, of Omaha, Heads 
N. E. L. A. 

James E. Davidson, vice-president 
and general manager of the Nebraska 
Power Co., Omaha, was elected presi- 
dent of the National Electric Light 
Association for the ensuing year at the 
48th convention of the association held 
in San Francisco the week of June 
15-19. Mr. Davidson succeeds Frank- 
lin ‘T. Griffith, of Portland, Ore., who 
becomes ex-officio member of the ex- 
ecutive committee of the association. 

Other officers elected were: R. F. 
Pack, Northern States Power Co., 
Minneapolis, first vice-president; 
H. T. Sands, Charles H. Tenney & 
Co., Boston, second vice-president; 
P. S. Arkwright, Georgia Railway & 
Power Co., Atlanta, third vice-presi- 
dent; John B. Miller, Southern Cali- 
fornia Edison Co., Los Angeles, 
fourth vice-president. 


How I Size Up Purchas- 
ing Agents 
(Continued from Page 6) 
they were true. He was told they 
were, but that it had been too un- 
pleasant to tell him that the door was 
closed. Mistaken kindness, but aris- 
ing from weak incompetence. 
Another incident will show the third 
type in action. A salesman had a par- 
ticular commodity to offer made by a 
manufacturer who had spent a quarter 


of a century in perfecting his product 
until it had been made the recognized 
leader in its field. A user of this sort 
of material was in an adjoining terri- 
tory who had never bought from this 
firm. During the illness of the rep- 
resentative on the neighboring terri- 
tory our man was directed to try his 
hand at battering down the gates. He 
called, sent in his card and waited, 
long and patiently. 


When he was admitted he entered 
the presence of a man so busily read- 
ing that he spared no time for civil 
greeting. The room abounded in 
chairs, but none was offered. Sud- 
denly the papers were slapped down 
upon the desk and a surly “What do 
you want?” grunted from under sullen 
brows. Politely the business was 
stated. The purchaser fumbled in a 
drawer and threw across his desk a 
cheap and skimpy looking sample of 
the goods in question. It was made 
in definance of every standard of good 
manufacturing practice, even of 
safety. The salesman could not quote 
on material of this sort. His house 
could not afford to put their honored 
name upon such slip-shod stuff. He 
attempted diplomatically to explain 
the need for the greater excellence his 
product afforded, but was cut short 
with this astounding explosion: 


“That stuff suits me and you'll fig- 
ure that or not at all! I don’t want 


| 


Birds of a feather flock together. 


Curt Hawley, holding the rope, is seeking to 


demonstrate that the modest Westerner, can, when necessary, handle the oull. Per- 
haps it would not be so easy for him, however, if Frank Barrington, district manager 
of the Westinghouse Lamp Co., Pittsburgh, did not have the beast hypnotized. ‘This 
thing happened down near Hot Springs, Va., during the E. S. J. A. meeting. There 


are a whole lot of angles to it that are difficult to explain. 


kneeling? Can they not stand erect? 


Why are these men 


Why does the animal appear to be stupi- 


fied? Do they court death just to get into THe Jopser’s SALESMAN or, are there others 
near by whom they are seeking to impress. For the information of the bull, we would 
say that Curt is president of the Inter-Mountain Electric Co., Salt Lake City. Note, 
circulation department send marked copies to Hawley, Barrington and the bull. 


Don't let counsel for the E. S. J. A. get this issue. 


I know 


to hear about anything else. 
my business!” 

Evidently he did not, for the sales. 
man did the only thing he could do: 
approached the engineering depart- 
ment, sold’ them, and was_ strong 
enough to overcome the jealous oppo 
sition of the infuriated buyer. 


But, as before stated, these misfii 
cogs are wearing out. The friction 
that they produce is too evident to 
long be hidden. Bunk and claptra)) 
on either side of the desk is falling 
into disrepute. War-time and post 
war-time booms forced many un 
schooled men into the buyer’s and the 
seller’s roles. Many of these men were 
advocates of trickery, short cuts and 
the so-called high pressure methods. 
Most of them have drifted back from 
whence they came. 


It has always seemed to me that 
most companies are totally unaware 
of the sales potentiality of their pur- 
chasing department. Only two organ- 
izations of the average business house 
come into close contact with the pub- 
lic. One, the sales force, from its 
very nature, is schooled to place its 
best foot forward, making friends and 
winning ail it meets to the standard. 
The other, the purchasers, meet thou- 
sands, too, salesmen mostly, but many 
times executives and men of weight in 
concerns, who often are prospective 
buyers. Even the visiting salesman, 
with his mind intent on selling his 
goods, receives an indelible impression 
from the men he meets that sums up 
for him the caliber of the firm he 
calls on. He takes this with him on 
his endless round, dropping gossip 
here and there that has power to help 
or hurt. Yet, how many business 
houses try to gain his favor? 

Again, the salesman is a knowledg« 
spreader, a walking compendium of 
new practices and late developments. 
It is surprising how few buyers arc 
anxious to get the value from within 
him. 

Entertainment brings out strane 
characteristics in some purchasing 
agents. A few take all that is given, 
as their divine right. Others lean 
backward into a frosty loneliness. 
Few of us, nowadays, believe that we 
can buy an order with a cigar or 4 
gayly extravagant party. We know 
that our competitors have money to 
spend as well as we and that a man 
who can be influenced directly by suc! 
things will go eventually to the hig’: 
est bidder. There is where person:!- 
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ity comes in, and in it we have the | 


only tool at our command that the 
other fellow cannot duplicate. His 
may excel ours, but it will, at least, 
not be the same. Personality cannot 
be bought, like dinners, to be used on 
particular occasions, and in your 
knowledge, your experience, your ad- 
dress, the buyer will find the key to 
your value in his time of need. 

The small company, especially 
when located in a small town, often 
develops a peculiar personality who 
buys altogether on a personal basis. He 
expects to be yarned with, to conduct 
a sort of country grocery round table 
from his desk. He is a time killer, 
but if you want to sell him, you must 
beware of haste. Often you are bidden 
to his home. Many fine, time-enduring 
friendships result from these semi- 
social business relationships. Other 
less fortunate results occur. 

It is unfair for the purchaser to 
shut the door to all entertainment. 
There are times when at lunch or din- 
ner time can be saved, valuable to 
both parties. It is unfair for the buyer 
to be expected to pay his way from 
his own pocket, for often he is not 


TRADE MARK 


blessed with an expense account. The | 
seller expects, from generally ac- | 


cepted custom, to stand this necessary 
selling expense. Theater parties, 
fishing trips, golf games and so forth, 
generally are handled by high-class 
buyers on a 50-50 basis. 

There is one great evil which pur- 
chasing agents should emphatically 
protest against. In these days of 
great industrial expansion, the mar- 
keting of securities by employees is 
generally encouraged. The manager 
of the stock-selling campaign sees in 
the purchasing department a valuable 
ally. He swoops down upon them 
with his offer of prizes to the depart- 
ment that will make the greatest 
showing. Pressure is brought to bear 
from on high and the poor salesman, 
seeking the favor of those signing the 
muchly prized orders, is either easy 
neat or made to suffer through an em- 
barrassing refusal to invest. This is 
surely an unfair practice. 

The whip-sawing buyer, giving out 
so-ealled confidential price informa- 
tion to both sides, playing one against 
the other and always demanding an 
‘nside price, still exists and will as 
long as things are bought. They are 
slow to learn that their game is soon 
<nown all down the line and the temp- 
tation to trickery in return is strong. 


Prizes! 


To every jobber’s salesman who sells an or- 
der of FLEXCO-LOK and FLEXCO expanded 
metal lamp guards, there is the true prize of a 
satisfied account that will reorder from the same 
line without further selling or demonstration 
for years to come. 


Our own salesmen covering regular territories 
are doing missionary work for you evey day of 
the year. They have, in the last year, introduced 
these guards into many hundreds of plants, dem- 
onstrating their superiority, making the first sale 


and placing it through our jobbers in the terri- 
tory. 


The records of sale of this compact line of 
thirty-four numbers in simplified sizes and re- 
duced prices show a large increase over the best 
previous year. 


Note the styles, key locking or 
plain made for standard brass and 
weatherproof sockets. 


Here is a real line—one that is 
being promoted through the efforts 
of the manufacturer, one that is 
leaping forward in sales because 
of its simplicity and merit. Isn't 
it the real prize to a selling business 
man ? 


Flexible Steel Lacing Co. 


4698 Lexington Street 
CHICAGO 
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MANUFACTURERS 


Mid-West Will Help You On 


Summer Sales 


Jobber salesmen who are entered 
in the Summer Sales Prize Contest 
will find that the Mid-West Metal 
Products Co., of Muncie, Ind., is 
going to help them to make summer 
sales. It is sending out a six-page, 
two-color folder, envelope size on 
“Kruse” switch box supporting 
strips and “Fitz-M-All” outlet box 
hangers, together with a stamped re- 
turn post card. The card entitles the 
contractor to a free sample, or may 
be used to send in a small order, 
which latter will be turned over to 
the jobber. All inquiries will also be 
turned over to Mid-West jobbers, 
following the company’s strict policy 
in this respect. Twenty-five thou- 
sand of folders and cards will go cut, 
to all the electrical contractor: in the 
country. 


Allen-Bradley Moves Chicago 
Office 
The Allen-Bradley Co., manufac- 
turers of electric controlling appa- 
ratus, with general offices and factory 
at Milwaukee, Wis., has _ recently 
moved its Chicago office to 20 West 
Jackson boulevard. The new offices 
provide more room for the expanding 
activities of this company in the 
Chicago district, both on the regular 
industrial controlling lines and on the 
sales of the Allen-Bradley line of 
radio devices. The office is in charge 
of Frank I. Gohl, district manager. 
Porcelain Co. Opens Chicago 
Office 
The Illinois Electric Porcelain Co., 
Macomb, IIl., announces the opening 
of a Chicago district office for sales 
of high tension insulators. The office 
is in charge of Nelsen S. Moore & 
Co., 19 South Wells street, Chicago. 


Here is a corner of the office of Jacobsen & Cross Co., 128 N. Wells street, Chi- 


cago. 


In addition to President Coolidge, the picture shows J. D. A. Cross, “the 


man behind the iron,” and Irving J. Jacobsen, “sitting in a corner.” This company 
sells A-C radio sets, Anylite products, York wire, Spartan radio products and 


Wolcott heating appliances to recognized electrical and radio jobbers. 


New Type of Lamp An- 

noun 

A new 25-watt lamp, combining 
the principal advantages of the va- 
rious other types now in existence 
and including recent developments 
not obtained in these other types, is 
being announced by the National 
Lamp Works, the Westinghouse 
Lamp Co. and the Edison Lamp 
Works. It is intended primarily for 
residence service. It can readily re- 
place four other 25-watt lamps now 
in use—the straight side, the mill 
type and the two round lamps. This 
greatly simplifies the lamp agent's 
stock. 

The outstanding development is a 
bulb of pleasing design frosted on 
the inside. The outside is perfectly 
smooth, making the lamp easy to 
keep clean. - Due to the inside frost. 
the new lamp is far superior to the 
clear lamp in light diffusion and yet 
it absorbs but little more light than 
does the clear lamp. It also is very 
strong and much more rugged than 
previous lamps for comparable uses. 

Additional lamps of this type will 
probably be introduced at a later 
date. It is hoped that, in time, the 
present large assortment of lamps of 
100 watts and smaller, as used in 
residence service, can be replaced by 
about five lamps similar to this new 


type. 
* * * 


Creaghead to Make Safety 
Switches 

The Creaghead Engineering Co., 
Cincinnati, Ohio, announce the open- 
ing of a new department for the manu- 
facture of highly improved safety 
switches. 

The first division of this line will 
be a full line of meter entrance 
switches which will appear upon the 
market early in August, if the 
present plans are consummated. This 
will be followed as soon as possible 
by industrial and motor-starting 
switches of such improved design a: 
to merit their immediate adoption. 
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The Creaghead company’s meter 
service switch will have the usual ad- 
vantages of other competitive stand- 
ardized types together with quick 
make and quick double-break switch 
mechanism. These switches will also 
have especially convenient and econ- 
omical means for connecting up in 
gang installations. This feature, it 


is believed, will appeal to central sta- 
tions on account of the convenience 
and to the contractor on account of a 
saving of labor in installation. - 

e 


Wagner Issues “Power Factor” 
Book 


The Wagner Electric Corporation, 
St. Louis, Mo., is publishing “Fifty 
Questions and Answers about ‘Power 
Factor’.” The general interest in this 
most important subject at the present 
time will result in this very excellent 
and capable book being received in a 
most welcome manner by those con- 
cerned with this problem. The book, 
which is written in four chapters, 
deals with: “What Power Factor 
Is”; “The Importance of Magnetiz- 
ing Current ;” “The Cost of Magnetiz- 
ing Current;” and “The Control of 
Magnetizing Current.” 

All of these subjects are to the 
point and the industry in general can 
secure a great deal of good from 
discussions. 


Loud Speakers Adopted for 
Papal Ceremonies 


On the solemn occasion of the can- 
onization, by His Holiness The Pope, 
of Sister Therese, ‘‘the Little Flower 
of Jesus” of the Carmelite Order of 
Liseux, France, in St. Peters at Rome, 
on Sunday, May 17, for the first time 
in papal history the services were 
broadcast to the vast assembly by 
means of amplifying loud speakers so 
that His Holiness’ voice was audible 
to everybody in the cathedral. 

Very shortly after this unique serv- 
ice (one of the rare features of which 
is reported to have been the illumina- 
tion of Saint Peter’s and the Vatican 
for the seeond time in history, the 
previous occasion having been some 
centuries before) the following tele- 
gram was addressed by the chief en- 
gineer of the Vatican to Messrs. V. 
Tato, Italian representatives of Al- 
fred Graham & Co., manufacturers of 
the Amplion loud speakers which had 
been installed for the purpose: 

“T beg to express to Messrs. Gra- 
ham my congratulations on the splen- 
did results obtained with the fine 
apparatus supplied by you on the oc- 
casion of the solemn function in Saint 
Peters. His Holiness the Pope will 
be pleased if you could arrange to re- 
peat the amplification for the coming 
ceremonies.” 


A giant policeman, whose flashlight ray was clearly defined even in the broad 
light of day, was the central figure of the float which the National Carbon Com- 


pany contributed to the New York Safety Week parade. 


The float was a popular 


one among the hundreds of thousands of spectators who watched New York give 
a demonstration of the many appliances which will make the world “a safe place 


to live in.” 


“American Brann” 


WEATHERPROOF Wire Ano CABLES 


HAS NO EQUAL 


Upholding a Good 
Reputation 


“American Brand” Weather- 
roof and Bare Wire and 
Cable and “A-1” 


rand Magnet 
Wire have established enviable 
reputations for service and long 
life in use under the most trying 
conditions. The quality and de- 
pendability of these two brands 
are constantly kept at the high 
standard set for t " 


You can best show quality to 


rospects with a sample. 
Zend ‘or one of each brand. 
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New Electrical Products, Illustrated 


The M. B. Austin Co., Chi:- 
cago, has just brought out a 
time-saver for the installer of 
fixtures. The bar is simply 
pushed over the fixture stud 
and the fixture is then securely 
held in place. A brass plate, 
riveted to the iron bar, is slotted 
in such a manner that when 
sprung on the threads of a fix- 
ture stud or nipple, it will sus- 
tain a dead weight of more than 
100 Ibs. It is also provided 
with adjustable slots, making it 
_possible to attach to the ears 
of any standard outlet box 
when desired. 


A new portable electric twist drill 
grinder has been designed that pro- 
duces efficient work at a rapid rate 
with unskilled workmen. ‘This de- 
vice, called the “Keypower” and 
manufactured by the Keystone 
Grinder and Manufacturing Co., 
Pittsburgh, Pa., is sturdy and sub- 
stantial in construction. 

The grinding action is produced 
by light pressure of the drill against 
the face of the grinding wheel. This 


light pressure method of grinding 
PLYMOUTH RUBBER CO.. Inc. permits rapid work, and prevents 
ei : burning of the steel or drawing the 


temper of the tool. 


For regulating the speed of 1/20 
to 1/6 horsepower  direct-current 
motors driving small fans, blowers, 
adding and copying machines, 
lathes, sewing machines, etc., the 
Cutler-Hammer Mfg. Co., Milwau- 
kee, Wis., has brought out the Bul- 
letin 8291 manual speed regulator. 
Also suitable as a dimmer for small 
lighting circuits, as a_heating-coil 
regulator, etc. 


“P. R. Splicing Compound” is made 
of the highest grade rubber compound. 
It molds into a homogeneous mass to 
make a joint which cannot separate. It 
is guaranteed to withstand a dielec- 
tric test at 10,000 volts for five minutes 
without puncturing. It is manufactured 
by the Plymouth Rubber Co., Canton, 
Mass. 


The Koontz Brothers Elec- 
tric Co., South Bend, Ind., is 
manufacturing a portable, mo- 
tor driven sawing rig that can 
be conneeted to any light 
socket. 

The machine is equipped with 


The Rodale Mfg. Co., New York, 
has just brought out an attractive 
Fitsall heater plug. It will fit 
all types of electric flat-irons with 
both round and flat terminals. 


Forest Park, Ill, has for many 
years made a specialty of the manu- 
facture of wire grip mouldings. It 
also makes pole, ground wire and 
tree» mouldings. 


a % hp., 110-220 volt single 
phase repulsion type motor, 8- 
in. saw, table top 141/4,x22¥, in, 
saw arbor shaft ball bearing. 
Has suction blower direct con- 
nected to motor and a cloth bag 
to collect and hold dust, 25 feet 
of rubber insulated cord and 
attachment plug, controlled by 
snap switch on motor. 

The table is provided with 
hinges so it can be raised for 
cutting grooves, also for chang- 
ing saws, set screws on hinge 
for the purpose of squaring or 
leveling table, adjustable guides 
for ripping and cutting off. Will 
cut materials up to 2-in. thick- 
ness. The legs are provided 
with casters, making it easy to 
move the machine about. 
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New Electrical Products, Illustrated 


A “make your own” 
combination has been 
developed by the Con- 
necticut Electric Mfg. 
Co., Bridgeport, Conn. 
The illustration shows 
a typical kitchen com- 
bination. The first 
three gangs at the left 
make up a_ switch- 
controlled outfit with 
pilot light used for 
heating iron and other 
electric appliances. 
The other two gangs 
are switch and _ pilot 
light for cellar or 
back stair control. 
Left to right: pilot 
adapter; skeleton re- 
ceptacle with lamp; 
125 volt lamp; recep- 
tacle adapter and 
toggle switch. 


The number 466 is the latest Arrow 
device, brought out by the Arrow 
Electric Co., Hartford, Conn. This 
switch controls both the pilot light 
and the plugging-in current tap. The 
cover is made of porcelain with the 
indicating letters etched in and baked 
on so that the device is not only suit- 
able for damp places, but can be 
kept clean just as any other kitchen 
or laundry accessory. 


This portable saw, equipped with 
a Westinghouse motor, is a product 
of the Router Mfg. Co., Oshkosh, Wis. 
The various uses to which this-electric 
hand saw may be put include: inlay 
work on doors; interior finishing and 
laying floors. A special application 
of this device is in railway repair 
shops, trimming box car tops and 
roofs, 


will be. 


The key and 


The ‘Trenton Electric & Conduit 
Co., ‘Trenton, N. J., is adding a line 
of sockets to its line of popular 
priced wiring devices. 
ieyless sockets ar@“hlready on the 
market and the pull-chain shortiv 
The construction of the 
new sockets is rugged and the cap 
can be easily removed from the body 
by giving a slight press on the shell 
under the cap and a little twist of 
the wrist. 


On the left is the Morco push 
button plate, and on the right is 
the rectangle hole toggle plate, 
both being cut glass switch 
plates, manufactured by the 
Switch Plate 
Broadway, New York. 


Corp., 1819 
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New Electrical Products, Illustrated 


Pass & Seymour, Syracuse, N. Y., 
is placing on the market a new and 
complete line of all-porcelain re- 
ceptacles. The line includes three 
groups: receptacles for 314 and 4 inch 
boxes; 814 inch box receptacles, and 
deep recessed back receptacles for 
the unusual situation. In each group 
are the chain and cord type for ceil- 
ing lights; insulated chain type for 
side wall lights and the keyless type 
for wall switch control. The porce- 
lain shade holders and the porcelain 
rings are threaded to turn on the 
heavy metal lamp shell which extends 
through the porcelain cover, making 
a compact unit. The shade holder 
feature eliminates the usual cover 
screws and makes the cover surface 
perfectly smooth. The shade holder 
is smooth, highly glazed porcelain 
and cannot rust or tarnish. The neck 
of the glassware seats firmly in the 
porcelain holder and becomes a part 
of the unit. The porcelain ring is 
designed especially for ball lamps 
and the new ball lamp shades. Omit- 
ting the shade does not mar the fin- 
ished appearance of the receptacles. 


CAT.NO. 2221 
% HP 220V. AC 


MAXIMUM 
® motor % 220 


The Trumbull Electric Mfg. Co., 
Plainville, Conn., has just brought out 
a tumbler type switch in a special 
galvanized finished box for use with 
fractional horsepower motors. This 
switch which can be mounted as a 
unit with a motor driven machine, is 
adaptable for oil burners, ice ma- 
chines, etc., requiring automatic ap- 
paratus where it will serve either for 
control or positive disconnect. 


A new device on the market is the handy 
little Wepco Plus Plug, manufactured by 
the Wentz Electric Products Co., New- 
ark, N. J. Made of black moulded in- 
destructible approved material, it makes 
two outlets out of one, and has found 
favor in the electrical trade and in the 
radio trade for battery charging, etc. 


Additional new products of the 
C. D. Wood Electric Co., N. Y., are 
the porcelain receptacle shown on the 
left designed for 31, inch outlet 
boxes, and the two piece porcelain 
receptacles for outlet boxes, ceiling 
fixtures and metal signs shown above. 
Upper left shows the receptacle with- 
out leads while upper right shows it 
with six inches of number 14 B & S 
stranded rubber covered wire. 


The Robbins & Myers Co., Spring- 
field, O., has just brought out its 
type “RF” fractional horsepower 
repulsion-induction motor manufac- 
tured in ratings of %, % and % 
horsepower. The design of the 
waste packed bearings and oiling 
system permits of floor, side wall or 
ceiling mounting without changing 
the end heads. Four leads are 
brought out so that the motor may 
be connected for either 110 or 220 
volts. Bronze bearings are used. 
Either rotation may be obtained by 
a simple adjustment of new type 
brush holder. 
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Barnett Returns to Pacific 

Coast: 
A. H. Barnett who was formerly 
with the Haas Electric Sales Co., 
Cleveland, has returned to his old 
home in Los Angeles and will repre- 
sent the following firms on the Pa- 
cific Coast: D. X. L. Radio Corp., 
Detroit; J. Thos. Rhamstine, Detroit; 
Forman & Co., New York; B Metal 
Roofing Co., Detroit; Crescent Radio 
Supply Co., Jamaica, N. Y., and 
National Specialty Co., Fort Wayne, 
Ind. Mr. Barnett has been active in 
the radio business for the past 11 
years, particularly in the A. R. R. L., 
having operated radio station 9-AKO. 
He has not established his office as yet 
but may be reached at 3028 W. Sev- 

enth street, Los Angeles, Calif. - 

* & 


Pass & Seymour Issue New 
Literature 

Pass & Seymour, Inc., Syracuse, 
N. Y., have just issued an extremely 
attractive folder, which contains pro- 
motional literature on their new line 
of all-porcelain receptacles. The 
loose-leaf prints, splendidly finished, 
should prove desirable and valuable 
to the salesmen. The devices ex- 
ploited are unique for the bathroom 
because the modern bathroom is white 
and the all-porcelain receptacles tie 
in nicely with the general scheme. 


Ma z j 


Curtis Lighting Inc., Chicago, announces 
the appointment of George A. Hill to take 
charge of the Wisconsin territory. J. M. 
Weimer who was formerly in charge is 
now head of an important department at 
the Chicago office. Hill will be located at 
506 Mayer Bldg., 288 E. Water street, 
Milwaukee. Telephone Broadway 2016. 


Jobbers ! 


Wide Field— 
Large Profits 


Investigate 


Protect Your Property 


LINE! 


Here’s something that easily sells to your contractor and industrial 
trade—and shows good margin to you. 


A high-class gasoline torch with attachments for branding (tools and 
equipment), soldering, flame reduction and paint removing. 


WIDE AND VARIED FIELD 


CIRCULAR AND JOBBERS’ PROPOSITION 


Combination Blow Torch Mfg. Co. 


2809 W. Van Buren Street CHICAGO, ILL. 


Dealers Say 


“Emerson Junior 
Can’t Be 
Beat” 


Emerson Junior is increasingly popular with your dealers—Emerson 
Quality all thru—with the famous Emerson '-inch hollow hardened 
steel shaft—rigid cast frame—highly polished black enamel finish—can 
be used as a wall fan—sliding lever switch in base. Lists with cord and 


plug for $11.00. 


Boost your June fan sales with 
this popular-priced fan and the 
complete line of Emersons. 


Immediate Shipments. 


The Emerson 
Electric Mfg. Co. 


Emerson 
2018 Washington Ave., Junior 
9-Inch Fan 
St. Louis, Mo. For 
110 V., 60 Cy. 


50 Church St., New York City 
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New L. & H. Building in 
Chicago 

The golden business jubilee observ- 
ance of A, J, Lindemann, president 
and founder of the A. J. Lindemann 
& Hoverson Co., Milwaukee, Wis., 
was celebrated by dedicating the new 
Chicago home of the company, located 
at 2626 W. Washington boulevard. 

The erection of the L. & H. build- 
ing was begun in the Spring of 1924 
and completed in 1925. It is a splen- 
did office building, with excellent 
sample room and storage accommoda- 
tions and unexcelled railroad facil- 


A. J. Lindemann 


ities, being located on the Chicago 
and Northwestern Line, connecting 
directly into the Belt Line. It is 
new and modern in all appointments, 
entirely fireproof, equipped with 
sprinkler system throughout. The 
latest type of electric passenger and 
freight elevators are used. High 
ceilings provide excellent light and 
ventilation. It is a “Daylight” build- 
ing, having complete light exposure 
on all sides. The L. & H. building 
is centrally located, being only ten 
minutes from the Loop. Two 
elevated lines are but a short distance 
away. The building is in view of 
both. ‘The Madison street car line is 
one block away. Several motor bus 
lines operate on Washington boule- 
vard, and stop in front of the build- 
ing. 

The L. & H. line of electric ranges 
is quite extensively known in the elec- 
trical industry. George W. Rue is 
general manager of the Chicago office. 
Mr. Rue is one of the oldest men, in 
years of service, in the range industry. 


Electric Refrigeration Manu- 
facturers Organize 


A meeting of refrigerator manu- 
facturers was held at “Waldenwoods”, 
Hartland, Mich., the headquarters of 
The Cromaine Society, on May 31 
and June 1, to work out a plan of 
operation for a refrigerator manu- 
facturers’ organization. Some 40 men 
were present, including the presidents 
of the four principal refrigerator 
companies—Serv-el, Frigidaire, Kel- 
vinator and Nizer corporations. F. 
M. Feiker, operating vice-president of 
The Society for Electrical Develop- 
ment, addressed the gathering on co- 
operative work, giving details as to 
how the Society is set up and fune- 
tions. 

J. Robert Crouse will call a meet- 
ing in July of the interested manu- 
facturers to whom Mr. Feiker will 
present 2 program designed to create 
market for domestic electric refriger- 
ators along the lines of other comod- 
ity operation which the Society is 
conducting so successfully for special 
groups of manufacturers, 

* * * 
French Battery Refinancing 
Plan 

A refinancing plan, whereby the 
French Battery Co., Madison, Wis., 
will be able to greatly increase the 
output ofthat plant, has been an- 
nounced by officials of the company. 

At a stockholders’ meeting held at 
Madison recently, it was decided to 
increase the preferred stock from 
$700,000 to $1,500,000 and to issue 
$1,000.000 in five-year convertible 614 
per cent gold notes; $750,000 of this 
amount will be sold at once, having 
been underwritten by Paine, Webber 
& Co. of Boston and New York. 

The reorganization plan which 


makes the Madison concern one of the 
largest manufacturers of. dry batteries 
and flashlights in the United States 
does not involve any changes in per- 
sonnel. 

In view of the fact that the com- 
pany has decided to intensify on the 
production of dry batteries and flash- 
lights, the directors voted to drop the 
word “Carbon” from the name of the 
company, giving the firm the new title 
of “The French Battery Co.” 


Magnus Electric Expands 

The Magnus Electric & Radio Mfg. 
Corp. is now thoroughly well located 
in its new factory at 787 E. 138th 
street, New York. "The steps that led 
to the acquirement of this new home 
for the business punctuate one of 
those stories of remarkable develop- 
ment from a small beginning that are 
the particular delight of Americans. 
Magnus Manheim started this busi- 
ness in 1920 with a capital of less 
than $2,000 and up to this point it 
has been evolved out of that, although 
it is understood that outsiders will 
now be taken in through the sale of 
125,000 shares of no par value stock, 
about to be listed on the New York 
Curb, representing a reorganization 
of the original Magnus Electric Co., 
Inc., which has been taken over by 
the company named above. 

The business was started in a small 
room of about 200 sq. ft., all that 
was made at the time being a heater 
“Plugall” connector plug. This was 
at 451 Greenwich street. In the sec- 
ond year this space was increased to 
5,000 sq. ft.; the third year to 7,000 
sq. ft.; the fourth to 12,500 sq. ft., 
while the new factory contans 25,000 
sq. ft. 

While the domestic business of the 


Purchase by the Master Electric Co., motor manufacturers, of property at Linden 
avenue and the Pennsylvania tracks, Dayton, O., formerly owned by the Davis 
Sewing Machine Co., was announced early in March by E. P. Larsh, president of the 


company. 


The transfer includes a three story modern concrete factory building, with upwards 
of 60,000 sq. ft. of floor space, four smaller auxiliary factory buildings and a strip 
of land adjoining the tracks to allow for future expansion for several years. The 
Master Electric Co. was started in 1919 by Mr. Larsh. 

The new plant is one of 10 large units into which the Davis Sewing Machine Co. 
has been subdivided. It is the plan of the present owners to establish a community 
of manufacturers, operating individually but enjoying the advantages of the com- 
munity plan, such as a central heating plant, cooperative maintenance department and 


a central cafeteria service. 
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HEAVY 
DUTY 


company is the largest part, and done 
to a large measure through jobbers, it 
also enjoys a large export business. 
It now maintains branch offices in 
Chicago, Cleveland, San Francisco, 
Montreal, Mexico, New Zealand. 
South America and Australia. 


Music Master District Changes 


The Music Master Corp. announces 
that Chas H. McLaughlin is no longer 
employed by nor connected in any 
way with the company. He has been 
succeeded by Frank L. McElroy as 
representative 
vania. 


E. K. Rogers has been assigned to 


in western Pennsyl- | 


Eastern Ohio replacing William R. | 


McElroy who has been appointed 


district manager for the Fansteel — 
Products Co., for whose “Balkite” | 


power unit the Music Master Corp. is 
distributor. 


International Acquires Durham 
Fixed Resistances 


Announcement has been made that 
effective June 1, 1925, the Inter- 
national Resistance Co., Philadelphia. 
Pa., took over the entire manufacture 
and distribution of the Durham metal- 
lized fixed resistances. Durham & 
Co., will continue to furnish Durham 
variable grid leaks. 


Fred H. Simmer of the Curtis Lighting, 
Ine., who will serve the Indiana territory 
and a section of eastern Illinois. His of- 
fice will be at 1111 Odd Fellows building, 
Indianapolis, Ind. Mr. Simmer was form- 
erly on the staff of resident engineers of 
the Curtis Lighting, Inc. 


Receptacles 
and Plugs 


—for motion picture 
theatres, schools, hos- 
pitals, hotels, public 
buildings, etc. 


. 80—30 Amp. 250 V., selective 


HIS No. 80 is a husky receptacle and plug for heavy 
service wherever the application requires more than the aver- 
age capacity. 
It’s a 2-wire switchbox type—30 amp., 250 volt—of better than 


average construction. 


It stands abuse, its contacts are polarized 


and fit to a nicety. A similar type, No. 81, is furnished in 30 amp., 


250 volt, 3 wire. 


Remember also—we are manufacturers of receptacles for prac- 


tically every electrical requirement. 


If there isn’t an R & S device 


in stock that fits the need, we are always ready to produce one 


that will. 


RUSSELL & STOLL COMPANY 
53 Rose Street :: New York, N. Y. 


Chicago Cleveland Detroit Buffalo 
Philadelphia Birmingham Boston Los Angeles 
San Francisco 
| 


A Good Reaso 


n Wiky Radio'Dealere Should 
Stock NATIONAL Velvet Vernier DIALS 


and CONDENSERS— 


“lam very well 
pleased with my 
NATIONALS and 
their fine Velvet 
Vernier Dials,’’ 
writes Mr. Surber. 


condensers. 


with Z4AA, Z4AG, Z2AC and ASBQ. 
and two other Australians. These distances come close 
to 8,000 miles. 


SURBER’S HARDWARE 


“National Company, Inc., 
Cambridge, Mass. 
Dear Sirs: 
I have at hand the December Q S T, and note the 
National's advertisement of condensers. The records 
shown are indeed remarkable but I delieve that you 


would be interested in knowing of my DK. 


I use a 2-tube low-loss tuner, with two National 
With this receiver I have heard either or 


both New Zealand and Australia eleven mornings out of 


thirteen. I have carried on two way commmnication 


I have also heard 744K 


I am very well pleased with my Nationals and their 


fine Velvet Vernier Dials. 


Wishing the National Company the best luck ani 


contimed success, I am 


Stanley Surber, 9-EFZ 


Very truly yours, A 


NATIONAL COMPANY, Inc., Cambridge, Mass. 


Engineers and Manufacturers 


Manufacturers of the genuine and justly famous Browning-Drake Transformer. 


atents Pending. 
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CANTON MASS 
LSA 


No Other Can Equal 


Jobber’s Salesmen, here’s some 
facts on P. R. Splicing Compound 
that will get the orders for you. 

P. R.- Splicing Compound moulds 
into a homogeneous mass_ without 
heat. It cannot separate. It is guar- 
anteed to withstand a dielectric test 
at 10,000 volts for at least five 
minutes without puncturing and usu- 
ally goes considerably over. 


These points will help you sell 
P. R. Splicing Compound. Use them 
on your prospects. 


Samples gladly forwarded. 


Plymouth Rubber Co., Inc. 
CANTON MASS. 


\O- 


Steelduct 


Steelduct electro galvanized conduit 
has an exceptionally clean and smooth 
surface both inside and out. It is noted 
for its lasting qualities. 


Steelduct enameled conduit is dis- 
tinguished by its tough black enamel. 


Both types of Steelduct rigid steel con- 
duit appeal to particular architects, 
contractors and engineers, Every length 
of enameled conduit is fitted with a 
thread protector of an improved type. 


Jobbers and their salesmen will find 


Steelduct easy to sell. Get in touch with 
us regarding our jobber’s proposition. 


The Steelduct Company 


YOUNGSTOWN OHIO 


OR ATORIE 


as 
INSPECTED @ 


The Passing of “Tom” 
Hawkins 
The sudden death on May 19, of 
T. C. Hawkins, assistant sales man- 


ager of the Jefferson Electric Mfg. 


Co., Chicago, came as a decided shock 
to all, 

Mr. Hawkins had a very large ac- 
quaintanceship among the automotive 
and electrical jobbers of the country, 
having been in constant contact with 
this trade for probably 10 or 15 
vears. It is safe to say that there 
are very few men, who have the in- 
timate” acquaintanceship with this 
trade that Mr. Hawkins had. He 
was held in high esteem wherever he 
went and by most of the jobbers was 
known as “Tom.” 

Not only the Jefferson organization, 
but also the vast amount of friends he 
had in the industry will feel to the 
deepest extent, and all too keenly, the 
passing of an old friend in “Tom” 


Hawkins. 
* 


McElroy Forms Agency 

The Wm. R. McElroy Co., Federal 
Reserve building, Pittsburgh, Pa., 
was recently organized as a radio 
manufacturers, sales agency. It has 
been appointed exclusive sales agent 
for the “Balkite” line of the Fansteel 
Products Co., Inc., North Chicago, 
Ill. 


Philip Y. Danley, former lighting 
specialist of the St. Louis office and re- 
cently manager of the Oklahoma City 
office of the Westinghouse Electric & 
Manufacturing Co. has been appointed 
manager of the interior lighting section 
of the supply department of that com- 
pany. In his new position Mr. Danley’s 
headquarters will be at the George Cutter 
Works of the Westinghouse Co. at South 
Bend, Ind. 


World’s Youngest 
Manufacturers 


Here we see the two youngest 


“manufacturers’ representatives” at 
the recent convention of the electrical 
supply jobbers’ convention at Hot 
Springs, Va. On the reader’s left is 
Daniel Roach, of Roach-Appleton 
Manufacturing Co. and on the right 
Arthur Appleton, of the Appleton 
Electric Co. 


Roy Shawlin Passes Away 


Everyone will be shocked and 
deeply grieved to hear of the un- 
timely death of Roy Shawlin, general 
sales manager of the Russell & Stoll 
Co., New York. On Saturday morn- 
ing, June 20, he was not feeling well 
and decided to take a rest. Later 
Saturday he was so seriously ill that 
he was rushed to the hospital where 
he was operated upon the following 
day. Peritonitis and gangrene set in 
after the operation, and although he 
showed some improvement early in 
the week, he became worse again and 
died Thursday, June 25. 

Everyone who attended the jobbers’ 
convention at Hot Springs will re- 
member how well and happy he was 
and it is hard to realize that he is no 
more, 

Before taking up his work with 
Russell & Stoll some years ago, Roy 
Shawlin had been for a long time 
connected with the Electrical World. 
He had also been identified with lamp 
manufacturing. His was a particularly 
hearty and happv nature and he made 
friends everywhere. 
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R. C, A. Promotions Made 

To meet the requirements of the 
expanding business of the Radio Cor- 
poration of America and establish 
facilities for further co-operation 
with RCA distributors and dealers, the 
following promotions and _assign- 
ments became effective May 15, 1925. 

H. T. Melhuish—assistant sales 
manager in charge of sales adminis- 
tration with headquarters at the New 
York office. 

Meade Brunet—assistant manager 
sales in charge of merchandising with 
headquarters at the New York office. 

Quinton Adams—assistant sales 
manager in charge of field supervision 
with headquarters at ihe New York 
office. 

E. A. Nicholas—district sales 
manager, New York district office. 

M. S. Tinsley—assistant district 
sales manager, New York district of- 
fice. 

P. G, Parker—district sales man- 
ager, Chicago district office. 

A. R. Beyer—assistant sales man- 
ager, Chicago district office. 

Mr. J. M. Sawyer remains in the 
capacity of assistant sales manager in 
charge of production and service. 

On May 25 a testimonial dinner 
was tendered to Quinton Adams at 
the Hotel Aster, New York, to cele- 
brate his advancement to the position 
of assistant general sales manager. 
Mr. Tinsley acted as toastmaster and 
short addresses were made by Mr. 
Adams, Mr. Nicholas, Mr. Wanselow, 
Mr. Mills, and Mr. Guilder. 

* * 

Piedmont Made Deihl Dis- 

tributor 

The Piedmont Electric Co., Ashe- 
ville, N. C., has been appointed sales 
agent for the Diehl Mfg. Co., Eliza- 
beth, N. J., on power motors and 
ventilating fans in the Carolinas. 
Piedmont reports especially good 
business in its territory. 


Here is a carload of radio receivers, con- 
signed by the Eagle Radio Co., Newark, 
N. J., to a single distributor—Schwabacher- 
Frey, San Francisco, Calif. 


Every sales organization has its come- 
dian and among the 
gers of I. P. Frink, Inc, New York, 
its Lloyd Pierson. Besides having a little 
comedy in him, Lloyd is a very versatile 
chap. He is an amateur Sherlock Holmes 
belonging to the police reserves (or some- 
thing of the sort) of New York and dur- 
ing the war was an ace in the Royal Air 
Service. Right now he can be found most 
of the time among the jobbers of Brook- 
lyn. The bundle of mystery in the lower 
left hand eorner is a Silverlite in disguise. 


Tendency Toward Ornamental 
Types in Commercial Light- 
ing Units 

The Beardslee Chandelier Mfg. 
Co., Chicago, has. just published a 
new catalog (D-8) in which a great 
variety of types and sizes of its com- 
mercial lighting unit—the “Denzar”’ 
—are illustrated and described. 

The tendency toward the use of an 
ornamental type of lighting unit in 
commercial installations is reflected in 
this new catalog, fully half the illus- 
trations being of ornamental “Den- 
zars,” suitable for the finer class of 
stores and offices, for churches, banks, 
theaters, hotel lobbies, school audi- 
toriums, automobile show rooms and 
other locations where something 
ornate in the way of lighting equip- 
ment is required. 

Plain “Denzars” in both pendant 
and ceiling types are also listed and 
a section of the catalog is devoted to 
exterior lighting equipment—bronze 
standards and brackets of weather- 
proof construction for lighting the 
entrances of public buildings. 


“Silverlite” plug- | 


BLUEBELL 


Door Bell 


Transformer 


Salesmen— 


Here are 5 points to remember when sell- 
ing Killark transformers: 


1. Guaranteed by the manufacturer. 
2. Fully approved by the Under- 
writers. 


3. Small enough to fit in any box. 


4. Wiring diagram with every 
transformer. 


5. May be returned to the factory 
for free repair or replacement 
if not satisfactory. 


KILLARK ELECTRIC MFG. CO. 


3940-48 Easton Avenue, ST. LOUIS, MO. 


SATISFACTION 
IN EVERY 
POWERLET SALE 


Powerlet Switch- 
box Series are 
made in deep and 
shallow, in single 
and two gang for 
mounting all 
makes of push 
button switch and 
rectangular _ base 
receptacles. 
Twenty different 
types for % and 
inch conduit. 
Large wire cham- 
bers. 


The conduit hubs 
are an_ integral 
part of the body, 
so that rigidity 
and alignment are 
assured. 


Write for our 
handy pocket size 
catalog on Power- 
lets. There you 
will find all the 
selling points of 
this well known 
line. 


MULTI ELECTRICAL MANUFACTURING CO. 


1848 W. 14th St. CHICAGO, ILL. 
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The Field Has Grown 


Aislelites light the aisles of 
motion picture theatres with a dif- 
fused light. They eliminate over- 
head and sidelights and make 
going in and out of theatres quick 

. and safe. 


You can sell complete installa- 
tions of Aislelites to motion pic- 
ture theatres and auditoriums in 
your territory. The field has 
practically no limitations. 


Every architect and electrical 
contractor in your territory will 
buy or specify Aislelites. 


If you talk ’em you'll sell ‘em. 
Get the selling data. 


EXHIBITORS SUPPLY 
COMPANY 


825 S. Wabash Ave., Chicago, Ill. 


ORICATED 


(Enamelled) 


(Electro-Galvanized) 


CONDUIT 


“Time has proved their 
worth.” 


They have been installed 
in many Prominent Struc- 
tures in every American 
City. 


Manufactured solely by 


GARLAND 
MANUFACTURING 
COMPANY 
Pittsburgh, Penn. 


_the manufacturers 


George A. Eckweiler, sales engineer of 
equipment division, 
Jewitt Radio & Phonograph Co. Mr. 
Eckweiler was with Captain Jack Irwin, of 
the Wellman expedition and S. S. Repub- 
lic fame, in 1924 on his radio broadcast 
“Covered Wagon” traveling laboratory. 


Triangle Opens St. Louis 


Office 


The Triangle Conduit Co., Inc., of 
Brooklyn, N. Y., has opened a branch 
office at St. Louis under the personal 
direction of Roy E. Busch. This is 
located at 119 North 
street. 


undoubtedly be pleased to know that 
this action has been taken to increase 


the efficiency of service to them. 
* * * 


Robbins & Myers Changes 
C. A. Stirling, who has for the past 
six years been general manager of the 


Nineteenth 
The many customers of the | 
company in the Missouri territory will | 


Robbins & Myers Co. of Canada, Ltd., © 
has been made manager of the New | 


York sales office. Mr. Stirling has 
been succeeded as general manager of 


the Robbins & Myers Co. of Canada, | 
Ltd., by K. C. Berney, who has for | 


the last five years been with the Rob- 
bins & Myers Co. of Springfield, Ohio, 
as designing and general engineer. 
* 
Clifton Increases Repre- 
sentation 


The Clifton Mfg. Co., of Bos:on | 


and Buffalo has just appointed the 


_M. B. Shader Co., of 141 E. Jefferson 


avenue, Detroit, as its representatives 
in the states of Michigan and Ohio, 
for the exclusive sale of “Clifton” 
conduit. The M. B. Shader Co., is 
also representatives for John I. 
Paulding , Inc., and Mid-West Metal 
Products Co., in the same territory. 


Reaches the job 
ready to install 


HERE is a new 
ard jump to your sales 
when you take hold of 
P. S. Reaches the job 
ready to install. The 
time it saves means bet- 
ter profit for the con- 
tractor—quicker, easier 
sales, and more of them 
for you. Costs no more 
than ordinary enameled 
conduit. 


Pittsburgh Standard 
4 will help you start sales 
\ with a jump. 


Costs 
no more 

than ordinary 
enameled conduit 


ENAMELED 
PITTSBURGH, PA.) 
METALS CO! 


A GOOD 
BUY 


A majority of the job- 
bers’ salesmen of this 


country consider THE 
JOBBER’s SALESMAN the 
best buy they ever made 
for $1.00. Think of 12 
issues full of live, interest- 
ing sales helps for one 
little ironman! Subscribe 
today and recommend 
THE JOBBER’S SALESMAN 


to your friends. 
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We were told to entitle this picture: 
“Two peddlers trying to sell a buyer,” 
but knowing the two “peddlers” as we do, 
we would hardly put them in that class. 
On the left is “Chick” Wiltbank, Philadel- 
phia manufacturers’ agent, and on the 
right Jim Alexander, of Hart & Hege- 
man. The hard-boiled (???) buyer is Roy 
Grosset, of thé Colonial Electric Co., 
Philadelphia, Pa. Judging from the pic- 
ture everybody is getting a “kick” out of 
the situation. Apparently Grosset is in 
that receptive mood which schools of 
salesmanship speak so much about. 


Jefferson Glassware 

Reproductions in the actual colors 
of the beautiful line of glassware 
manufactured by the Jefferson Glass 
Co., Follansbee, W. Va., appear in a 
new broadside recently mailed. This 
is a standard package carton line sold 
through electrical jobbers and is suffi- 
ciently broad to give a good selection 
without being burdensome from the 
standpoint of stocking. It is glass- 
ware that the public really will buy. 


A. C. Swenson Heads Atlas- 
Colonial Merger 


A manufacturing consolidation was 
recently effected when the Colonial 
Radio Corp., of Long Island City, 
N. Y., and the Multiple Electric 
Products, Inc., Newark, N. J., 
merged their factory and sales or- 
ganizations. The Colonial Radio 
Corp. will remain a corporate unit, as 
the manufacturing division of the 
combined organization, and the new 
Atlas-Colonial Corp. will be the ve- 
hicle through which all products will 
be distributed to the trade. 

A. C, Swensen is president of the 
Atlas-Colonial Corp., Dr. Fulton Cut- 


ting, vice president, and W. C. 
Schmidt, treasurer. 
* * * 
New St. Louis Office for 
Chicago Fuse 


To facilitate contact with its cus- 
tomers in St. Louis and vicinity, the 
Chicago Fuse Co. now has a sales of- 
fice at 2131 Railway Exchange build- 
ing, St. Louis—telephone Main 2746. 
E. M. Miller is in charge. 


Plymouth Rubber Correction 


In the new electric products section 
of the June issue the Plymouth Rubber 
Co. was specified as being located at 
Canton, O. The Plymouth Rubber 
Co is located at Canton, Mass. 

* 


Contracting Business for Sale 

The J. Frank Eline Co., 208 E. Bal- 
timore street, Baltimore, Md., success- 
ful electrical contractors, is seeking to 
dispose of the business in its entiretv 
due to the recent death of Oliver G. 
Hook, Manager. 


The All-American Radio Corp. is now located in its new factory at Belmont, ‘Tripp 


and Kenosha avenues, Chicago. 


The new building is of modern saw-tooth con- 


struction with daylight illumination over the entire area of more than 100,000 sq. ft. 
of floor space. Every convenience is provided for employes, including recreation rooms, 
shower baths and ice water piped through the building. The building will house the 


entire All-American manufacturing plant. 


The concern was founded in 1919 by E. N. Rauland, and within a few months the 
audio and radio frequency transformers marketed under this name had reached a large 
sale. The new plant will be the fifth occupied by the enterprise during its six years of 


existence. 


Besides the transformer business, which has reached a magnitude of over 


15,000 intruments per day, Mr. Rauland announces he will place on the market within 
a few months a complete line of radio sets. 


“CENTRAL” 
Rigid Steel 


CONDUIT 


“Central White” is elec- 
tro galvanized and is made 
especially for high class 
installations, concrete con- 


structions and exposed 
work where the conduit is 
to be painted. 


Approved by the Under- 
writers Laboratories. 


“Central Black” 
(Enameled) 


“Central White” 
(Galvanized) 


CENTRAL TUBE CO. 


PITTSBURG, PA. 


Have You 
Investigated 
The American Line? 


It will pay you 


The American Elegtric 
Switch Co. 


Manufacturers of Electric Switches 
General Offices and Works at 


MINERVA, OHIO 


District Offices in Principal Cities 
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“Absolutely 


O. K. when it left our store.” 


Can you definitely tell your 
customers this? Not. unless 
your tubes are permanently 
marked. You can _ prevent 
75% of your replacements. 


An Etch-O-Tube Outfit will 
do this quickly and cheaply. 


Write to 


Union Electric Company 
Pittsburgh, Pa. 


YAGER’S 


Soldering 


Paste 


They will stand all the pushing 
you can do. They sell because 
they do good work and are 
priced reasonably. 
ALEX. R.BENSONCO., Inc. 
Hudson, N. Y. 


For list of distributors see McRae’s 
1924 Blue Book. 


oe 

: 

: Salts 


Every Business 


of consequence ought to have proper card 
REPRESENTATION, 


WIGGINS 
Peerless Patent Book FormCards 


are used by many of America’s 
largest card usere—superiority 
of engraving and thw 
convenience of the book 
form style ex- 
plains why. 


The John B. Wiggins Company 
Established 1857 
Makers 


1108 8. Wabash A 
ve. 
05 ples Gas Bidg. CHICAGO 
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Geo. A. Gray Gets “Liberty” 
Line 

The Geo. A. Gray Co., 910-912 
Howard street, San Francisco has 
been appointed Pacific Coast repre- 
sentative of the Liberty Gauge and 
Instrument Co., of Cleveland, Ohio, 
manufacturers of “Liberty” hot plates 
and toasters. The Geo. A. Gray Co. 
consisting of Geo. A. Gray, president; 
Edward B. McGinty, manager; James 
W. Redpath, Lewis F. Quinn, and 
Guy O. Daly, is the Pacific Coast 
agent for a number of electrical lines, 
selling through the jobber in the 
States of California, Oregon, Wash- 
ington, Montana, Idaho, Utah, Colo- 
rado and Arizona. Stocks of 
“Liberty” hot plates and toasters and 
parts are carried in the warehouse of 


Geo. A. Gray Co, at San Francisco. 
* * * 


Munson-Rayner Represents 
Magnavox on Coast 

The Magnavox Co., Oakland, 
Calif., announce the appointment, 
effective June 1, 1925, of the Munson- 
Rayner Corp., as exclusive distri- 
butors of Magnavox radio products 
for the Pacific Coast states. The 
corporation has offices located at 86 
Third street, San Francisco, and 643 
South Olive street, Los Angeles. Its 
intention is to very shortly open 
a branch office in the Pacific North- 
west. The Munson-Rayner Corp’s 
territory will embrace the states of 
Washington, Oregon, California, Ari- 
zona, the upper panhandle of Idaho 


and the western half of Nevada. 
* * * 


Richards is New Sales Manager 
of Steel City 

V. G. Fullman, who has been con- 
nected with the Steel City Electric 
Co., of Pittsburgh, for a number of 
years as sales manager, has resigned 
his position as of May 1 to enter an- 
other line of business. Mr. Fullman 
will be succeeded by J. R. Richards, 
who has been in charge of credits 
and has been closely associated with 
the sales department for the past 


three years, 


Vautrot Transferred 

Louis R. Vautrot, who has been 
connected with the engineering and 
sales-engineering departments of the 
Cutler-Hammer Mfg. Co., of Milwau- 
kee, Wis., during the past twelve 
years, joined the  sales-engineering 
force of the Milwaukee branch office, 
located at 530 Grand Ave., on June 1. 


GENERAL 
PORCELAIN CO. 


Manufacturers of 
Standard Knobs, Tubes and 


Cleats, High Tension Pin 
Type Insulators, Strain Insu- 
lators, Bushings, Electrical 
Fittings, Fuse Blocks, Switches, 
V.T. Sockets, Radio Specialties. 


For SERVICE and DEPENDABILITY 


TECCO Wiring Devices 


CONSULT AGENCIES 


E. R. 
Congress St. 
Boston, Mass. New York, N. Y. 

S. H. STOVER & CO. 
Century Bldg. 
Pittsburgh, Pa. 


W. A. LEISER & CO, 
1607 Sansom St. 
Philadelphia, Pa. 

POPKIN BROS. 


A. I. CLIFFORD CO. Madison Theatre Bldg. 


Odd Fellow’s Bidg. Detroit, Mich. 
Indianapolis, Ind. 
oh Bldg 
BAGE & HEARL St. Louis, Mo. 


208 N. Canal St. 


Chicago, Ill. ELECTRICAL SPECIAL- 
TY CO 


. F. MEYN San Francisco, Cal. 
406 Mutual Bidg. Los Angeles, Cal. 

Kansas City, Mo. Seattle. Wash. 
Trenton Electric & Conduit Co., Inc. 


Trenton, New Jersey 


Purns 


The Perfect Reproducer 


Hear it and be Convinced. 
Tone loud and pleasing. 
Handsome material and 
distinctive design. 
Black flare ................. $22.50 
Shell flare ....................$25.00 
Attractive Trade 
Discounts 
Manufacturers 


J 


COMPANY 
State & 64th Sts. Chicago, U.S.A. 


BE A BOOSTER 


Tell Your Friends 
About 


THE JOBBER’S SALESMAN 


- 
/ 4 
4 
Y 
7 ee 
© Parkersburg G Pp Co W. Virginia 
i Y Y, 
G | 
| 
| | 
| 
; 
| 
|= 
a 
| 
ae | 
|= Glectric 
| 
| 
| 
tab of speci- 
them one by 
serve their 
sharp edges | 
: excellence. 


July, 1925 THE 
“FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE 
JOBBER IS THE MOST IMPORTANT MAN IN THE INDUSTRY.” 
Cutler-Hammer Relocates 
New York Office 
MITCHELL MOULDING C0. The Cutler-Hammer Mfg. Co. has TONGAN) 
FOREST PARK “ae | consolidated its two New York offices, Radio Products 
one of.which was formerly located . 
at 50 Church street, and the other in Audio Transformers 
the Times building, which was the Voltmeters 
headquarters of the printing equip- A. C. Tube Step-Down 
ment sales-engineering force. The new Transformers 
offices are located at 8 West 40th . 
Manufacturers of pole or ground street. A. C. Tube Audio 
wire moulding, tree and _ other * Transformers 
mouldings used in electric wiring. " DONGAN ELECTRIC MFG. CO. 
Walter Michel Goes Into 2993 Franklin Street Detroit, Mich. 
Write for list of styles and prices. Business “Transformers of Merit for 15 Years’’ 


Wrigley Toggle Bolts 


Made of heavier gauge steel. 
Can be put through smaller holes 
than average toggle bolt. 


First Toggle Bolt made. 


The Thomas Wrigley Co., 
504 Sherman 8St., Chicago, IH. 


NORTHERN WHITE 
WESTERN RED 
GUARANTEED GRADES 
24Hour Service. 
BUTT TREATING 
ANY SPECIFICATION 


Let Us Show YouHow { 
To CashInOn BELL Poles 

SEND FOR BOOKLET CONTAINING 
SS 


Walter G. Michel of Los Angeles, 
Calif., formerly salesman with Myers 
Electric Supply Co., and previous to 
that with Reiman Wholesale Electric 
Co., is now manufacturer’s agent for 
the Roach-Appleton Mfg. Co. of Chi- 
cago. He is representing that com- 


pany in Southern California. 
* * * 


Latest Trade Literature 

The Johns-Pratt Co., Hartford, 
Conn.—Catalogue No. 55 containing a 
full listing of “Noark” meter service 
and main entrance switches, fuses and 
cut-outs, and service and fuse boxes. 
It is in loose-leaf form on regulation 
814 by 10 in. sheets and will be 
furnished without punchings on re- 
quest. 

Edison Electric Appliance Co., 
Chicago.—“‘Hot Point Servants’’— 
No. A 502. For all dealers and il- 
lustrating and describing in a very 
attractive way the entire “Hot Point” 
line in which several new items ap- 


pear. 

The Gill Glass Co., Philadelphia, 
Pa., has just issued a most attractive 
catalog on illuminated glassware. The 
delicate colorings of the units are 
splendidly reproduced in minute de- 
tail. 

The Magnavox Co., Oakland, Calif., 
has recently published four very at- 
tractive leaflets for its distributors 


and dealers who handle Magnaray I 


electric heaters. 

Robbins & Myers Co., Springfield, 
O., has just issued bulletin number 
141 on its types “S,” “C” and “I” 
direct current motors. 

The Frankelite Co., Cleveland, 
Ohio—New catalogue No. 95, il- 
lustrating the complete line of 
“Diamond F” lighting equipment, 
glassware, portable and _ boudoir 
lamps, also floor and bridge lamps. 
A copy will be sent to the electrical 
trade on request. 


CEDAR POLES 


Northern 
White Cedar 


Weste 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


ON 


TRADE MARK 


PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 


Wrigley for Quality 
STEEL TOGGLE BOLT 
= 
a” 
| 
HOOD RIVETED ON | 
Minneapolis, Minnesot 
| 
RAER - 
e 
7 Conduit | | 
me traps 4 
Hous 
MERWIN 
— 
MFG. CO. | 
| | |. LABORATORIES 
80th; Street East End Avenue,. 
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Index to Advertisers 


th” 


= Allen-Bradley Co. 
American Circular Loom Co...............----..- 
American Electric Co... 
American Electric Switch | Co. 109 
American Insulated Wire & Cable Co... &* 


Afttow Biesctric .. 68 
Benjamin Electric. “Mfg. Co... 41-44 


with GYROFANS 


‘‘Refreshing as 
a Spring Breeze’’ 


Central Tube Co... 

Chicago Fuse Mfg. “Co... 
Chicago Solder Co... 
Combination Blow Torch Mfg. “Co. 
Connecticut Electric Mfg. Co 


And NOW—Boost Your Sales 


: Consolidated Lamp & Glass Co................ 25 
SPECIFICATIONS Curtis Lighting, Inc. vated 
Cutler-Hammer Mfg. Co... 48-49 
Body _Finish—Standard 
to all Gyro- 
ans. 


Eastern Tube & Tool Co 
Economy Fuse & Mfg. Co............................ 
Edison Lamp Works 


Fan-Blades — Standard 15 inch 
diameter, brass finish only. 


Stems — Ceiling Gyrofan Stems Electrical Testing Laboratories................111 
are 3 ft. 9 inches long, (for 12 ft. Emerson Electric Mfg. Co... 5 ae 103 
ceiling). Column Gyrofan Stems EMF Electrical Year Book.......................... 93 
are 6 ft. 9 inches high. Other 108 
lengths at proportionate prices. 

Fansteel Products Co... 

Firestone Tire & Rubber Co..................... 89 


Flexible Steel Lacing Co... 


Midwest Metal Products Co................... 69 
Mitchell Moulding Co... <a 

Modern Electric Mfg. Co... 
Multi Electrical Mfg. Co. 
Music Master Corp................ 
Mutual Elec. Mch. Co.................. 


Garland Mfg. Co... 
General Porcelain Co... 110 
General Radio Co........... 
Gill Glass Co 
Grigsby-Grunow-Hinds Co. 54 
Hart & Hegeman Co... 
Hemingray Glass Co... 
COLUMN TYPE GYROFANS CEILING GYROFANS Hubbell, Inc., Harvey 
For Alternating Current : For Alternating Current 
. Cycles 2 Cycles Indiana Rubber & Ins. Wire Co................ 66 
Fan or Fre- Weight Fan or Fre- Weight Inland Glass Co... " ec OM 
Diam. quency Volts Watts Boxed Diam. quency Volts Watts Boxed 
15 in. 60 100to120 180 160 Ibs. 15 in. 60 100to120 180 90 Ibs. me 
Fan Weight Fan Weight 
Diam. Volts Watts Boxed Diam. Volts Watts Boxed AUT 
15 in. 100 to 120 130 160 lbs. 15 in. 100 to 120 130 90 Ibs. 
15 in. 200 to 250 130 160 lbs. 15 in. 200 to 250 130 90 Ibs. Merwin Mfg. Co... ee. 2 SR 
= 


1 For more than 20 years, dealers have 3 Gyrofans generally mean a profitable 


appreciated the sturdy construction and little installation job for the dealer as 

‘“‘honest-to-goodness” lasting service of well as the actual fan profit. That’s National on nd Gove: 
. 2 

Gyrofans which assure profitable repeat why Gyrofans are in demand. National Co. ...... 2 Rr my se 

orders and an absence of “servicing National Lamp Works.......... 

sonsln” 4 We endeavor to keep a big stock ready National Metal Molding Go... ee eee 2 


for immediate shipment, so that you can National Screw & Mfg. Co... 


get PROMPT DELIVERY on all you 


2 Gyrofans are “different.” They are 
can sell. 


more practical than ordinary fans, be- 
cause they produce a CONSTANTLY 5 Standard types on quantity-production 


Partridge Lumber Co., T. M 
Phillips Wire Co.......... ass 


VARYING BREEZE like Nature’s basis assure you RIGHT SERVICE 

own, That’s why they’re easy to sell. and RIGHT PRICE. 
Radio Corp. of 88 
Roach-Appleton Mfg. Co.......................0..- 65 


Make It a GYROFAN Season— 


Square D Co... 
Steel City Electric. Co... 
Steelduct Co. 


AB PRODUCTS DIVISION 


2440 EAST 75TH STREET 
CLEVELAND, O. 


Trumbull Electric Mfg. Co......................... 62 
Tubular Woven Fabric Co.................... 


Waage Electric Co 
Westinghouse Works... 
Wiggins Co., J. 
Wrigley Co., 
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EVEREADY 
BATTER 


\ BETTER 


MORE 
MAKE FOR 


D 


ouble-barreled evidence 


ARRY COATS, of the Coats 
Garage, Aurora, III., is one 

of the biggest radio dealers in the 
Middle West, as well as a mighty 
successful garage man. “I am 
convinced that Eveready Radio 
Batteries do last longer,” says 
Mr. Coats, “not only by actual test, 
but because hundreds of my cus- 
tomers who have tried other bat- 
teries insist on Eveready, and 
public opinion speaks for itself.” 


m HE Eveready Battery line is 
one of the two most attractive 
lines of merchandise a store can 
carry—Eveready Flashlights is 
the other line,” says Mr. Jones, 
of the Rock River Electric Co., 
Sterling, Ill. ‘Dealers every- 
where are cashing in on the name 
Eveready. The Eveready season 
is twelve months long—trim up 
an Eveready window and watch 
people stop, look and enter.” 


By continuing to emphasize the value of Eveready window dis- 
plays you will increase your dealers’ business and your own sales. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Ince., New York — San Francisco 


Atlanta Chicago 


Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY HOUR EVERY TUESDAY at 8 P. M. 
(Eastern Standard Time) 
For real radio enjoyment, tell your customers to tune in 
the “Eveready Group.” Broadcast through. stations 


WEAF New York WFI Philadelphia WEARCleveland wcco { Minneapolis 
WJAR Providence WGR_ Buffalo WSAI Cincinnati St. Paul 


WEEI Boston WCAE Pittsburgh WW) Detroit woc Davenport 


EVEREADY 


Radio Batteries 


-the last longer 


This product is en- 
tered in the prize cen- 
test for July. A $25 
price will be given by 
The Jobbers Salesman 
to the salesman selling 
the greatest quantity 
in July. 
See Page 55 ana 
inside front cover. 
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fal OU couldn't get 
a better Safety 
= Switch if you 
begged for it. The 
BullDog is a switch 
of unexcelled qual- 
ity and appearance 
at a price that makes 
it attractive to every 
one. 


Buches 


WIN THE CONTEST 
WITH THIS SWITCH 


BullDog ‘“Luminized” Safety Switch is 
one of the “Sales Contest” products. It’s 

not going to be hard to win with a winner. 
When vou talk BullDogs you talk quality, appear- 
ance and price. | 


The “Luminized” finish not only makes the switch 
discernible in the dimmest light, but is a special fea- 
ture which makes it readily saleable. This finish 
gives it a touch of quality suitable to installations 
in modern useful basements and white factory in- 
teriors. 

A better safety switch cannot be constructed. Its 
points of quality please dealer, contractor and 
owner. 

Write for details and prices. 


Mutual Electric & Machine Company 
DETROIT, MICHIGAN, U.S.A. 
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